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Rough Proofs 


Gladys the beautiful receptionist 
says she sees the ethical vitamins 
are now taking the lead, and it’s 
nice to know the drug business has 
such high standards. 


ve. 


Clarence Saunders is credited by 
ADVERTISING AGE with having or- 
ganized Piggly-Wiggly stores in 
the ’20s, and there are some young 
old-timers who are willing to bet 
it was as far back as 1915. 
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Three of the seven Sunday 
newspapers with circulations in 
excess of 1,000,000 are Hearst pa- 
pers, AA reports. Is this a deli- 
cate way of complimenting The 
American Weekly? 


mee 


“Robert Trout with the News 
Till Now” is the name of the new 
Campbell Soup program on CBS, 
but it’s going to be hard. to per- 
suade the listeners he’s anybody 
except their old friend-Bob Trout. 
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Use of rouge has dropped, Faw- 
cett Publications reports, but 99% 
of the gals still use lipstick. 

What flavor? 

>. = 

Network X costs at least 24% 
more than Mutual, the ad says, 
and Network Y costs at least 47% 
more, 

Those mysterious strangers 
again. 

7. Cy ¥ 

Cincinnatians cheer their Reds, 
the Times-Star reports. And they’ll 
probably forgive last year’s record 
if only Johnny Vander Meer comes 
through in 1946. 
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Meyercord’s new decal sign book 
was “unavoidably delayed in pro- 
duction.” 

Don’t apologize boys, that’s a 
general complaint these days. 

= oe 


_ “The deb of today runs the fam- 
ily of tomorrow,” proudly pro- 
claims the new magazine. 

And there are plenty of dads 
who will testify that some debs are 
tfunning their families right now. 


a ae 
“The doctor’s word is law,” says 


‘| Modern Medicine, without the least 
little ‘bit of qualification. 


Have you ever heard a doctor 
tty to tellhis wife that she’s drink- 
ing too many highballs? 
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“Printers to Fight Publisher 


‘PContriol of Paper Mills,” says a 


headline in ADVERTISING AGE. 
Whiat if they find some printers 
‘ontrol paper mills too? — 


, ik, Sh 
Dr. Vergil Reed thinks research 
should be weaned from promotion, 


Which, is one way of saying that 
search has been getting most of 


its sustenance up to now from the 
Promotion budget. 


' raw 5 
It’s a strange fact that the 


§ inter, who spelled “gilded” with 
# “u” in last week’s Rough Proofs 


Sa member of the ITU and not 
he American Newspaper Guild. 
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Copy Cus. 


Supermart Growth 
Accelerates Need 
for New Packages 


More Selling Power 
Needed to Meet 
Changes in Buying 


Atlantic City, April 4.—Two im- 
portant trends—the growth of 
supermarkets and the increasing 
development of self-service mer- 
chandising—were highlighted to- 
day before the packaging confer- 
ence of the American Management 
Association as necessitating re- 
newed emphasis on packaging as 
point-of-sale advertising. 

L. B. Steele, sales manager in 
charge of advertising and promo- 
tion of the cellophane division of 
E. I. du Pont de Nemours & Co., 
told the conference that impulse 
buying is one of the most impor- 
tant characteristics of a large per- 
centage of shoppers. Surveys made 
by his company showed, he said, 
that 38% of the products bought 
by 1,300 supermarket shoppers 
had been bought on impulse, and 
13% of the devisidis on what 
brand to buy had been made at 
the time of purchase.’ Prewar sur- 
veys had showed that impulse pur- 
chases were 42% of department 
store sales and 51% of variety 
store sales. 


Impulse Buying Important 

Impulse sales increase with the 
increase of self-service merchan- 
dising, he said, which makes pack- 
aging much more important. He 
forecast an increasing use of pre- 
packaged meats and produce in 
supermarkets to facilitate self- 
service. A survey by his company 
of wholesale grocers serving 44,- 
000 stores showed that 40% of 
these are on either a complete or 
partial self-service basis, Mr. 
Steele said. In addition, 28% of 
the stores expect to convert to 
include self-service departments 
within the next two years. 

Mr. Steele said that the same 
trend toward self-service and 
open displays extended to the 
variety, drug, department and 
miscellaneous stores. The W. T. 
Grant Company has explored the 
possibilities of an entire self-serv- 
ice set-up, he said, while drug 
and department stores tended to- 
ward an increasing use of open 
displays where self-service was 
impractical. Sears, Roebuck, Fire- 
stone and other stores emphasize 
open displays, too, he pointed out. 

Mr. Steele listed the require- 
ments which self-service and self- 

(Continued on Page 73) 
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INCOME DOWN BUT SPENDING UP 


At VE-Day, the American people were saving 
three out of every ten dollars of income after taxes; 
now they save only two out of ten. 


4 120 


CONSUMER EXPENDITURES 


Seasonally Adjusted Annual Rates 
Billions of Dollars 


SOURCE: Department of Commerce 


PARTIAL SOLUTION—A partial explanation of the reason why retail sales 

and other business indicators sail merrily on, despite a drop in income, may be 

embodied in this chart (by Foote, Cone & Belding from Department of Com- 

merce data), which shows income and savings down, while expenditures hold 
level or rise slightly. 


Drop Ratings 


Service, 


Committee Advises CAB 


New York, April 5.—Cooperative 
Analysis of Broadcasting today is- 
sued a 12-point summary of the 
report to its board of governors by 
a special “live-or-die committee” 
headed by Robert F. Elder of Lever 
Bros. Company, which emphasized, 
among other things, that it is “un- 
sound for CAB to combine stand- 
ard-setting and pioneering func- 
tions with its operation of a rating 
service.” 

Highlights of the report: 

1. The committee endorsed the 
CAB principle of strong, coopera- 
tive, tripartite radio program re- 
search. 

2. Gave specifications for an 
ideal rating service—one that ob- 
tains ratings which can properly 
be projected, that covers all broad- 
casts of a program, is speedy, and 
provides consistent and unmistak- 
able trends. 


Present Service ‘Not Ideal’ 


3. Urged CAB to reorganize to- 
ward development of this ideal 
service, to set standards, evaluate 
and improve existing techniques, 
develop new techniques and to 
serve as a vehicle for collective 
bargaining on behalf of users of 
program ratings with producers of 
such data. 

4. Said that the present CAB 
rating service should not be con- 
tinued, because it does not meet 
the specifications of such ‘ideal 
service.’ 

5. Charged that the currently 
widely-used program ratings are 
frequently misused by buyers and 
sellers of radio time and as a re- 
sult in many instances the ratings 
become false yardsticks which 
mislead, stifle experimentation and 
create confusion. 

6. Stated that CAB has a par- 
ticular responsibility to see that 
program ratings are not abused 
because CAB is jointly sponsored 
by the ANA, the Four A’s and the 
four networks. 

7. Criticized coincidental tele- 
phone surveys as excluding ... 
the great majority of radio listen- 
ers— those in non - metropolitan, 
non-telephone homes. 

8. Charged that the industry is 


spending a very large amount of 
money for all the program re- 
search services but is not getting 
the kind of program rating service 
it needs. 

9. Suggested that a combina- 
tion of existing data-collecting 
methods might be used to achieve 
the desired service. 

10. Expressed the opinion that 
it is unsound for CAB to combine 
standard - setting and pioneering 
functions with its operation of a 
rating service. 

11. Emphasized that if CAB 
should be thus reorganized, it 
should have a strong board of 
governors, representing the high- 
est technical skills of advertisers, 
agencies and networks, and au- 
thoritative management elements 
in each group to pass on policies 
and costs. 

12. Advocated close coopera- 
tion between CAB and the Broad- 
cost Measurement Bureau for ef- 
ficiency and economy, and outlined 


the fields properly covered by each 
organization. 
Mr. Elder’s company, Lever 


(Continued on Page 71) 


Business at Peak 
Despite Shortages, 
Industrial Strife 


Problems Galore, 
but Basic Factors 
Point to Boom 


Washington, April 4.—Not only 
is the American economy success- 
fully withstanding the serious buf- 
feting it has received from indus- 
trial strife, materials shortages and 
confusion during the past seven or 
eight months, but in many respects 
it has been maintained at the 
highest level in history and gives 
every indication of going higher. 

Part of the story of the amazing 
resiliency of the economy was re- 
leased yesterday by Reconversion 
Director John W. Snyder, in his 
quarterly report. Other clues were 
assembled by ADVERTISING AGE 


from various sources. All point to’ 


an economy champing at the bit, 
faced with multitudinous prob- 
lems, but eager—and able—to rise 


to new heights. 


Employment Tops ’29 
How much farther along the 


economy might have been if this — 


or that policy had not been pur- 
sued is a moot question, but the 
interesting point seems to be that 
practically nothing can prevent it 
from soaring upward. Here are 
some of the stand-out figures: 
Employment: Apparently. at an 
all-time high, with an employed 
civilian labor force of 51,690,000, 
and non-agricultural employment 
at 44,700,000. Unemployment, ac- 
cording to a Census Bureau study 
of Feb. 3-9, totaled only 2,650,000 
—lower than in 1929. The average 
during the next three months is 
not likely to be more than 3,500,- 
000, considerably less than. half 
the figure estimated last year. 
Wages and income: Private 
wage and salary payments, which 
dropped to an annual rate of $75 
billion after V-J Day, have re- 
turned to the pre-V-J level of $82 
billion. More than 9,000,000 em- 
ployes have received increases 
since V-J Day. The Commerce 
Department estimated income pay- 
ments to individuals in January 


Last Minute News Flashes 


John Paver Heads National Outdoor Bureau 
New York, April 5—John M. Paver has been elected president and 
general manager of the National Outdoor Advertising Bureau, suc- 


ceeding the late Frank T. Hopkins. 
general manager of NOAB for a year. 


He has been vice-president and 
Henry T. Ewald of Campbell- 


Ewald Company, Detroit, and A. O. Chiquoine Jr., BBDO, New York, 
were reelected chairman and secretary-treasurer, respectively. Harri- 
son Atwood, McCann-Erickson, New York, continues as chairman of 
the officers and operating committee. 


Chevrolet to Start in 1,000 Newspapers 

New York, April 5.—Introductory copy for the new Chevrolet will 
run in more than 1,000 newspapers from coast to coast during the 
month of April, Charles French, newly appointed advertising manager 
of Chevrolet, announced here this week. The space, approximately 
three-quarter page size, was prepared by Campbell-Ewald Company, 


Detroit. 


Pearson Pharmical Launches National Drive 

New York, April 5.— Pearson Pharmical Company, maker of Eye- 
Gene and Dew, a deodorant, will shortly open a campaign in national 
magazines, including Life and The Saturday Evening Post, supple- 


mented by space in newspapers. 


Cost of the campaign is estimated 


at approximately $100,000. Donahue & Coe is the agency. 
(Additional News Fiashes on Page 74) 
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at 3% below January, 1945, largely 
due to strikes, but also estimated, 
“after adjustment,” that January 
income payments indicated an an- 
nual rate of $155.6 billion com- 
pared with an actual figure of 
$160.8 billion for 1945. 

Production: According to the 
Federal Reserve Board, produc- 
tion in the whole economy, includ- 
ing agriculture, is now above the 
level of any previous peacetime 
period, and substantially above the 
average for 1935-39. “Output of 
goods and services is close to ca- 
pacity under present conditions,” 
the board said in its March bulle- 
tin. Total industrial production in 
January had fallen to 159 on the 
1935-39 index, the board said, but 
with the end of major work stop- 
pages in March, the board was 
confident that its index would 
quickly regain the November 1945 
level of 168. 

Liquid assets: Including cur- 
rency, demand deposits, time de- 
posits and government securities, 
total liquid assets of both business 
and individuals far exceed any 
previous figure—$225 billion—with 


business holding $80 billion and 
individuals $145 billion. 

Individuals’ holdings of liquid 
assets tripled during the war, ac- 
cording to the Department of Com- 
merce, which estimated them at 
the end of 1945 as $146 billion, 
split into government securities, 
$56 billion; time deposits, $45 bil- 
lion; demand deposits, $24 billion; 
currency, $21 billion. 

The average of 92,000,000 ac- 
counts of $5,000 or less in 13,481 
commercial and mutual savings 
banks climbed from $308 in 1941 
to $552 in 1945, the Federal De- 
posit Insurance Corporation re- 
ported. The average of accounts 
between $5,000 and $10,000 did not 
change significantly from the 
$6,600 prewar level, however. 

Although complete figures are 
not available, it seems apparent 
that no important change in this 
backlog of liquid assets has taken 
place since year end. 


Rate of Saving Drops 


Savings: Here the picture is not 
so bright, but in many respects it 
is still surprisingly good. Due in 


large part to the continued strikes 
in heavy industries, and to demand 
for goods of all types, savings have 
declined in intensity, but probably 
not in total accumulations. Sale 
of government savings bonds fell 
to $622.4 million in February, the 
third lowest month since the 
spring of 1942. The Federal Re- 
serve Board reports, however, that 
this decline in bond purchasing .is 
not coupled with increased cash- 
ing of bonds, since redemptions in 
February were only $565.3 million 
—below January’s figure. 

Retail sales: In view of the 
“standstill” economy of the past 
few months, retail sales figures 
are amazing. Last week the Fed- 
eral Reserve Board reported that 
department store sales in Febru- 
ary were 21% above a year ago, 
with sales for January and Febru- 
ary combined running 18% over 
the same 1945 period—and no 
drop-off in sight. Variety stores 
were up 4%; grocery chains were 
20% ahead in January; and men’s 
apparel sales were up 20 to 25%. 

Commerce’s chain store and 
mail order sales figures for Janu- 


ary reached a seasonably adjusted 
index of 218 on a 1935-39 base, 
topping both the peak of 201 
reached in November, and the av- 
erage of 195 for the final quarter 
of 1945 when consumer purchas- 
ing power was unusually strong. 
Catalog mail order sales, benefited 
by a partial return of standard 
goods, rose at the snarpest rate 
since early 1942—a 27% increase 
in January over last year. 

Bright as these.and other in- 
dicators are, the Snyder report still 
showed a rocky road ahead. For 
example, production of nylon 
hosiery will be about 360 million 
pair this year, or half the normal 
stocking market; sugar supplies 
for the first quarter were one-third 
less than in the comparable 1945 
period; fats and oils production is 
scheduled to climb 15%, but im- 
ports are still much too small; 
cotton textile production will be 
about two-thirds of expected de- 
mand; and while the minimum re- 
quirement of men’s clothing is set 
at 30 million suits, the February 
rate of production would yield 
only 18 to 20 million. 


For 13 years BPIC has published Buyers 
Guides for industrial and construction 
machinery which have helped sell the 
Latin American market year after year. 


Mdvetising Founs clove May |= 


You have only until May Ist to include 
your story in the 1946 editions of the 
Construction and Industrial BUYERS 


GUIDES which are read the year ’round 
by the key buyers and importers in 


Latin America. 
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Advertising Age, April 8, 194§ 
 Traumyoh of Cxgsneoring and Value... 


THE SENSATIONAL NEW 


For Food Freezing and 
Steroge’ et 
Temperatures of 
15 to 25 Below Zero! 


at Your Resrest Phitce Dealer Named Belew! 


ee re 


W's Here Hew —See Rt Tomorrow On 
saume She tte 


‘IT'S HERE'—This page, which appeared 

in the Journal, Ithaca, N. Y., an- 

nounces that the new Philco freezer is 

ready for inspection and lists dealers 

of the area who are ready to take 
orders. 


Reporter Publications 
Plans New Monthly 


Reporter Publications, Inc., New 
York, on April 10 will issue a new 
national monthly business paper 
entitled The Home Fashions Re- 
porter, covering all phases of home 
furnishings and addressed to re- 
tailers. 

The company also publishes 
Men’s Reporter, Women’s Re- 
porter, Canadian Reporter and 
Canadian Women’s Reporter, and 
“Gold Book” listings of merchan- 
dise sources for retailers. 


Benrus Watch Returns 


to Tarcher, Plans Drive 


Fhe Benrus Watch Company, 
New York, handled since March, 
1945, by Young & Rubicam, has 
returned to J. D. Tarcher & Co., 
New York, the agency which pre- 
viously placed its advertising from 
1925 to 1945. 

Promotion for 1946 already has 
been greatly expanded, covering 
time signals on approximately 100 
stations coast to coast, outdoor 
posters, and dealer and airline 
promotion. In June, when Benrus’ 
new model watches are ready for 
consumer sale, a new drive will 
begin in all media. 


Butler Bros. Ups Maxwell 


L. R. Maxwell, promotion man- 
ager of Butler Brothers, Chicago, 
has been appointed general sales 
Before joining Butler 
Brothers in 1941, he was sales 
manager of Standard Brands. 


To Leonard Sive 


Loring Andrews Company, 
jeweler, importer and silversmith, 
has placed its advertising with 
Leonard M. Sive & Associates, 
Cincinnati. 


Huss Rejoins OAI 

Theodore Huss Jr., recently re- 
leased from the Army air forces, 
has rejoined Outdoor Advertising 
Incorporated, New York. 


Paper is scarce and valuable 
. . avoid hoarding and waste, 
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pike so many of DOMESTIC ENGINEERING’s editorial projects, 
the “Cease Firing .. . by Hand” program was conceived to further the interests 
of Domestic Engineering Dealers and, through them, the manufacturer of prod- 
ucts having an application to the Domestic Engineering Market. 

More than a slogan, “Cease Firing . . . by Hand” is the keynote of a powerfully 
effective promotional effort which DOMESTIC ENGINEERING is placing at 
the disposal of its broad audience of contractor-dealers. 

To manufacturers of equipment essential to automatic heat and air condition- 
ing the broad use of DOMESTIC ENGINEERING’s “Cease Firing . . . by Hand” 


window posters and similar display material means greater acceptance of their 


*This display poster features the central theme of 
just one more of DOMESTIC ENGINEER- 

ING’S industry-wide promotional cam- 
paigns for its readers and adver- 
tisers. 
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... BY HAND” 


..- WHAT THIS EDITORIAL | 


PROGRAM MEANS 


TO You Be 


products. More than that, it means more sales at the points where automatic 
heat and air conditioning sales originate . . . in the establishments of Domestic 
Engineering Dealers. 

To these manufacturers this program demonstrates, once again, the aggres- 
siveness of Domestic Engineering Dealers as merchandisers. As with this pro- 
motional program, these dealers are dependent upon the pages of DOMESTIC 
ENGINEERING and other services of the DOMESTIC ENGINEERING organi- 
That’s one more reason why DOMESTIC 
ENGINEERING offers manufacturers their most effective means for reaching 


zation for their guidance. 


their best potential outlets. 


1939, 1942, 1943, 1944 and now 1945! Five 
times DOMESTIC ENGINEERING has 
won top awards for outstanding editorial 
achievement in competition with 400 of 
the nation’s leading business publications. 
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22 Million Sets 
in “46, but Few 
Have FM, Video 


Washington, April 3—Radio 
manufacturers apparently plan to 
sidetrack FM and television while 
they concentrate on producing and 
marketing more than 20,000,000 
standard broadcast receivers dur- 
ing 1946, the FCC reported today. 

Less than 10% of the sets built 
in 1946 will have an FM band, 


and only slightly more than 100,- 
000 sets will be equipped with 
black and white television. 

The commission’s report was 
based on a survey of 85 manufac- 
turers, including all but four of 
the “majors.” It suggested that 
manufacturers may be neglecting 
FM in their plans, and expressed 
concern with the emphasis on 
standard sets at a time when vir- 
tually the entire nation will be 
replacing old equipment. 

Total set production will ap- 
proach 22,000,000, compared with 


a peak of 13,000,000 in 1941, the 
FCC said. Of this number 1,800,- 
000 will have FM. 


Tell Plans to FCC 


Replying to FCC, 76 manufac- 
turers said they would make ex- 
clusive standard band sets, esti- 
mating a total of 16,736,862, or 
79.2% of the anticipated year’s 
production. 

Combination AM-FM sets inter- 
ested 41 firms who guessed a total 
production of 1,689,750, for this 
type, 8% of.the national total. 


Only eight firms plan exclusive 
FM sets, estimate production of 
86,286, or 0.4% of the total. 

The FCC said that 14 firms con- 
template making three-way com- 
binations (AM-FM.-television), es- 
timating production of these 
models at 54,606, or 0.3% of the 
total. In addition 13 firms would 
make a total of 44,706 television- 
only sets, 0.2% of total output. 
Add 677,050 units for export and 
other minor combinations, and 
estimated production for the 85 
firms totals 21,981,810. 


The town’s agog about the sale of the old Chapin property. But everyone agrees that 
a new department store will look mighty nice between the bank and the drug store 
. ..and ought to do a land office business. The people are awake to new things, new 
opportunity. That’s why it’s important, in the 17,000 Main Street towns and smaller 
cities, to consider the leading citizens and the influence they ¢xert upon those around 


them. For, as the leaders go ... 


goes the town. 


and they are the PATHFINDER subscribers—so 


PATHFINDER is the all-family news weekly that’s written for alert, influential 
Main Street people. . . the prominent citizen type. They use it as a buy-guide. That’s 
real influence which affects other people’s buying habits,andthe reason PATHFINDER 
is strong coverage in the big Main Street market. Your own opportunity on Main — 


Street lies in PATHFINDER’S guarantee of one million circulation by December. 


- Pathfinder 


FAMILY NEWS WEEKLY FOR MAIN STREET, 


GRAHAM PATTERSON, Publisher 
PHILADELPHIA 


5, PA. 


Advertising Offices: Philadelphia, 230 W. Washington Sq. * New York, 420 Lexington Ave. « Chicago, 180 North Michigan Ave. ¢ Detroit, General Motors Bidg. 
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ABC to Maintain 
Year-Round Time 


for All Programs 


New York, April 4.—When day. 
light saving time goes into effect 
April 29, the American Broadcast- 
ing Company will put into opera. 
tion a plan for Monday through 
Friday broadcasts and certain 
Saturday and Sunday programs 
eliminating a reshuffle of broad. 
casts, and maintaining programs 
in all time zones at the same hour 
the year round. 

The plan, developed by Charles 
E. Hynd, vice-president, involves 
the acquisition of special broad- 
cast lines and the recording and 
rebroadcast of the programs at the 
proper hours by ABC. 


How Plan Works 


Main points of the operation are: 
1. Eastern time zone origina- 
tions during daylight time will be 
live on Eastern time zone stations, 
and recorded in Chicago, Denver, 
and Hollywood for playback one 
hour later in the respective time 
zones. 

2. Central time zone origina- 
tions will be sent live to Eastern 
time zone stations and recorded at 
the same time for playback an 
hour later in their respective time 
zones by Central, Mountain and 
Coast stations. 

3. . Coast time zone originations 
will-broadcast an hour earlier live 
to the’ Eastern time zone and ,be 
recorded at the same time for 
playback an hour later ‘in their 
respective time zones to Central, 
Mountain and Coast stations. 

4. A few stations in the Eastern 
time zone remaining on standard 
time will carry programs live an 
hour earlier locally. 

Mutual Broadcasting System re- 
ports it will broadcast live as many 
programs as possible after the time 
change, but will transcribe and 
play back programs in cases where 
unavoidable time conflicts occur in 
the various zones. Local shows 
will be maintained live in all time 
zones, and the juvenile hour from 
5 to 6 p.m. will be maintained as 
nearly as possible the way it is 
now scheduled. 

Neither NBC nor CBS have made 
specific plans to facilitate the 
necessary changeovers when day- 
light time begins, and their af- 
filiates will have to reshuffle pro- 
grams on April 29 and again in 
the fall when daylight time ends. 


Wood Names Lindelow 


William A. Lindelow, formerly 
director of sales of Wroe Alder- 
son, Simon & Sessions, has been 
named director of client relations 
of A. J. Wood & Co., Philadelphia. 


Four A’s Adds Mears 


Mears Advertising, New York, 
has been elected to membership in 
the American Association of Ad- 
vertising Agencies. 


@ Set entirely ‘with FOTOTYPE, this 
ad is just a sample of what can be 
done with this amazing new typ® 
setting device-and it cuts costs, te& 
ekminating display type and haad 
lettering charges. Quick, simple, ec 
nemical... any office girl can be your 
compositor. 

Write TODAY for catalog explaining 
the FOTOTYPE system and showing 
the 60 modern types new available. 


625 W. Washington, Chicage® 


THE FOTOTYPE COMPAS. 
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WHAT 
=| Holywood 
ISN'T 


BY BETTE DAVIS 
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Hotiywood isn’t a little Never-Never Land. 
Maybe you’ve heard it called an improvi- 
dent and impractical dream world between 
the Sierras and the sea—a place where life 
is neither very real nor especially earnest. 
But that’s wrong, of course. And I say “‘of 
—— course’’ because any such notion is so com- 
as Many 
he time 
be and 
s where 
secur in 
. shows 
all time 
ur from 
lined: as 
ay it is 


pletely refuted by Hollywood’s way of life 
and its record of service. 

/It’s true that this community has unusu- 
_al cohesion because of common interests. 


Almost everyone—in the motion picture 


ve made 
ite the 
en day- 
ieir af- 
fle pro- 
gain in 
1e ends. 


one else. They understand each other’s 
problems and aspirations. They meet on 
common groundat thestudios, in churches, 
at civic and political gatherings. They jam 
the magnificent and unequaled Hollywood 
Bowl to hear the finest music. They whoop 
together at the Stadium boxing matches 
every Friday night. They jam the same race 
tracks and beaches and theatres. 

But Hollywood isn’t self-centered. It 


couldn’t live or prosper in social or intel- 
lectual isolationism. Although dominated 


always by the idealism of American and 


industry, at least—seems to know every- 


World Democracy, it probably is the most 
cosmopolitan community on any continent. 
Its people travel widely. Their thinking 
is stimulated by the continuous influx of 


great authors and artists, together with the 


visits of leaders in every sort of endeavor. 


Hollywood is fully aware of the moral 


obligations that accompany:a rich concen 


tration of talent and a high per-capita in 


come. It is quick and willing to share both.. 


During the three years of the Hollywood 
Canteen, approximately 10,000 individuals 
took part in day-and-night entertainment 
of some 3,000,000 service men. The pro- 
grams included stars and big-name bands 
which couldn’t have been assembled under 
any other circumstances or for any price. 


Hollywood actors and actresses traveled 


Before Advertising America can really know what Hollywood is, it must learn what Hollywood 
isn’t. As acknowledged spokesman of Hollywood and its people, the Citizen-News is proud to 


present this editorial advertisement by Bette Davis. ..acknowledged one of America’s film-finest. 


HOLLYWOOD 


Citizen-News 


AND ADVERTISER 


HOLLYWOOD, CALIFORNIA * National Representatives: STORY, BROOKS & FINLEY, INC. 


regularly to all theatres of war, and to all 
camps, hospitals embarkation ports. Their 
record: 56,037 free appearances by 4147 


personalities in over 4700 different events. 
Traditionally generous, the people of the 
motion picture industry have made an ex- 


ceptional record in charity. For causes such 


as Red Cross and Victory Chest, they give 


more money per capita, and more closely 


approach 100 percent participation, than 


does any other comparable community or 


group in the nation. 

Hollywood is proud of its advantages. And, 
because of them, it is all the more ready to 
meet its responsibilities as a Showcase of =~ fi 


Americanism. So, don’t be misled by gos- 


sipy folk who ‘‘know all about Hollywood.”’ 
They know what Hollywood isn’t. I know 


- 


what Hollywood is. 


| A QUICK PICTURE OF THE 
«HOLLYWOOD MARKET 


The concentrated buying power 
of the Hollywood Trading Area 
[greatest in the Pacific Southwest] 
plus the density of Hollywood's 
population [second greatest in 
Pacific Southwest] explains why 
Hollywood rates: 


*17th in national drug sales 
*18th in national food sales 


*19th in national total sales 


This rich sales area is blank- 
eted only by the Hollywood 
Citizen-News and Advertiser. 


*Source: 1939 U. S. Census of Business 
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Groans, Hope 
Mark Utilities 
Sales Session 


Advertising Basic 
Part of Utility, 


Convention Told 


Chicago, April 4.—With alter- 
nate buoyant optimism for the fu- 
ture and keening breast - beating 
for the present, the Edison Electric 
Institute held its twelfth annual 
sales conference here this week. 

The utility men bemoaned gov- 
ernment’s price ceilings policies, 
labor difficulties and attendant 
management problems, but in gen- 
eral the picture of an appliance- 
hungry public, and its corollary 
increase in power, proved dis- 
tinctly intriguing. 


J. W. McAfee, president of 
Union Electric Company of Mis- 
souri, told the group that “no 
other industry has such planning 
for the postwar period.” He cau- 
tioned the utility men that their 
program would work in proportion 
to public support and response, and 
insisted that “advertising has come 
to be a fundamental part of utility 
operation.” 

Criticizing the promotional poli- 
cies of the utilities, he noted that 
the trend has been to splurge on 
occasion, generally when com- 
panies face an immediate problem, 
and that much of this splurging 
has been as ill-advised as it was 
hasty. Utilities, he said, are prone 
to make the mistake of discontinu- 
ing steady promotion, thus losing 
the cumulative effect of regular 
presentation of their ideas to the 
public. 


Utilities Vulnerable 


Public utilities, selling an in- 
tangible product, are particularly 
susceptible to public opinion, he 
reminded the group. While it is 


commonly held that “if efficient 
and cheap public service is pro- 
vided, public relations will take 
care of themselves,” recent experi- 
ence has shown this not to be true, 
he said. Without specifically men- 
tioning the increased likelihood of 
further government encroachment 
into the field of public power, he 
told the association that utilities 
are “particularly susceptible” to 


political pressure and attack. When|.. . 


such pressure or attack comes the 
industry must be prepared to 
speak out plainly to an audience 
it has already made receptive 
through advertising, he said. 

Mr. McAfee proposed a three 
point long-range program: ‘“(1) 
To make people like us; (2) to 
make people think we’re doing a 
good job; (3) to convince them 
that no one else can do as good a 
job.” 

Peare Hits Policy 


Prospects for appliance mer- 
chandising were analyzed by 
Robert S. Peare, vice-president of 
General Electric Company. Declar- 


ROBERT LIGHTBODY 


He’s one of the many newspaper boys of The Evening 


Bulletin who made a great 


savings stamps to Philadelphians. 


“war record” by selling 


It all started away back in September, 1941, when more than 3000 news- 
paper boys of The Evening Bulletin pledged themselves to serve as 
“Official U. S. Defense Agents for the Sale of Stamps and Bonds.” 


They went to work — boys like Robert Lightbody. As they delivered their 
papers, they’d keep saying, “How many stamps today, Lady?” Sales 
zoomed. The idea spread to other newspapers in other cities. By last 
December, American newspaper boys had sold nearly one and three- 
quarter billion ten-cent stamps (1,740,735,355). 


When the pioneering young Philadelphia merchants were “mustered out” 
of the service.in December, The Bulletin gave them a big party — with 


music, movies, vaudeville and all the trimmings. And each star salesman 
received an “honorable discharge” from the U. S. Treasury Department. 


Here was another special activity which shows how closely The Bulletin 
lives with the people of Philadelphia. It helps to explain why The 
Bulletin is the preferred newspaper of these people ... why they trust 
The Bulletin editorial content . .. why they use The Bulletin advertising 
columns as their reliable shopping guide. 


* * * 


The Evening Bulletin has a circulation exceeding 600,000, the largest evening 


circulation in 


IN 


America. 


It is read by four-fifths of the Philadelphia families. 


PHILADELPHIA—NEARLY EVERYBODY READS THE BULLETIN 


ing that the nation’s present con- 
dition was tragic, and that the 
postwar blueprint which industry 
nad drawn up was being scrapped, 
Mr. Peare said “the only conclu- 
sion we can draw is that neither 
the federal government nor the 
leaders of organized labor quite 
realized the possibilities of this 
blueprint industry was drafting... 
They can not have understood it 
to have given it so short a 
shrift.” 

The building and construction 
industry, in which the electrical 
industry has a great stake, pre- 
sented to Mr. Peare a “spectacular 
demonstration of mass inertia, in- 
eptitude, false economic and po- 
litical opportunism.” 

Up to the first of the year, GE 
had “announced production figures 


running into the hundreds of thou-|s 


sands of units in certain lines of 
appliances, but every one of those 
units has long since been dis- 
tributed and sold... into Ameri- 
can homes... and that helped to 
give rise to the completely un- 
founded rumor that they were be- 
ing warehoused against price rises. 
Before this group I would not even 
bother to deny that ridiculous 
charge.” 


GE Still Optimistic 


Having “just washed up from a 
strike,” and allowing for a three- 
month hiatus, GE is now as opti- 
mistic as it was at the first of the 
year, Mr. Peare said. Further, 
‘prices as such will not delay our 
efforts to supply you. The com- 
pany position is that we consider 
immediate production in unprece- 
dented volume the most important 
contribution we can make to the 
national economy. At the end of 
December we had turned out 2,- 
300,000 appliances. Even during 
the strike we continued to produce 
electric clocks, heating pads and 
water heaters. But if you con- 
sider appliances by lines, produc- 
tion was spotty. Only four were 
being made at the scheduled rate 
or better, and nine were not even 
in production.” 

The strike’s impact on the ap- 
pliance volume, figured on Decem- 
ber production rates, was “192,000 
irons, 67,000 refrigerators and 18,- 
000 washers—items the public ap- 
parently needed most.” 

The distribution system for ap- 
pliances has been undergoing 
study. Much of it, according to 
Mr. Peare, represents appliance 
distribution needs of another day. 
The new emphasis will be first on 
the new user, who for various 
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reasons has never before been a 
customer, then on the retailer, and 
so on to the producing and dis- 
tributing core. 

Other electrical equipment out- 
looks: air conditioning and com- 
mercial refrigeration will be “far 
below requirements’. . . our own 
distribution for such equipment is 
well set up, and in the next twelve 
months we will channel into the 
market a volume that will exceed 
that of any prewar year... it 
will be necessary to allocate to 
distributors”; lamps, “their pro- 
duction capacity has been sub- 
stantially increased since 1940, and 
we expect to operate at full ca- 
pacity indefinitely.” 


ANA to Discuss 
New Competition’ 
at Rye Meeting 


New York, April 4—How ad- 
vertisers are preparing for com- 
petitive selling and how they are 
helping dealers to sell more goods 
will be emphasized by the Asso- 
ciation of National Advertisers at 
its meeting at Rye, N. Y., April 
15-18. The meeting will be open 
only to members. 

“In addition,” said Paul B. West, 
ANA president, “we shall explore 
fully the new responsibilities 
which advertising is assuming in 
fostering better relations between 
industry and the public at large, 
plant town communities and em- 
ployes.” 

Group sessions will cover radio, 
newspapers, magazines, films, out- 
door advertising and public re- 


lations, as well as_ industrial, 
household equipment and textile 
promotion. Thomas H. Young, 


United States Rubber Company, 
ANA vice-chairman, heads the 
program committee. About a score 
of talks, reports and discussions 
are scheduled. 


Wine Institute Moves 

The Wine Institute and Wine 
Advisory Board, headquarters of 
the California grape and wine 
growing industry, has moved its 
offices from 85 Second St. to 717 
Market St., San Francisco. 


Home-Gard to DuFine 


Home-Gard Products, manufac- 
turer of Amazon waxes, polishes 
and household cleaners, has placed 
its advertising with I. H. DuFine 
Company, New York. Direct mail 
and trade publications will be 
used. 


5000 WATTS TULSA, 


FREE AND PETERS, 


- . = 
Nativonal 


COVERS THE 


MONEY MARKET 


f 
he 
me 
‘i 


P Yohu bau 
. a GENERAL MANAGER 


OKLAHOMA 


Representatives 


bye, Pee 
ee 6 | | 
. 
ce 
cit | 
ke 
: po 
ee 
44 en _ 4 
—_— PAS — 
| 7 a 
~ oe Ma - a , | 
cee > 4 Ba | 
a ee 
. : | 
peli 
es i m y ot x0 
7 le : ‘] ne? T a” 
a nor 0° SHORT - of 
. 1 ws , ge ae bai 7] I UL - : a 
pe eal ana se ae 
ae a ee 
| / OF EASTERN OKLAHOMA 
ee : ¢ ; f 
| ee) | ew R ITE ’ F ° ; INFORMATION. 
. wa" y mb» Bb oP 
| SS Se q | ee 
| ae | 


il 8, 1946 


e been a 
ailer, and 
and dis- 


nent out- 
and com- 
ll be “far 
our own 
iipment is 
xt twelve 
. into the 
ill exceed 
f.kee 
locate to 
heir pro- 
een sub- 
1940, and 
| full ca- 


ss 
‘ition’ 
ig 


How ad- 
for com- 
they are 
ore goods 
the Asso- 
rtisers at 
Y., April 
be open 


| B. West, 
il explore 
nsibilities 
uming in 
between 
at large, 
and em- 


ver radio, 
lms, out- 
ublic re- 
ndustrial, 
id textile 

Young, 
Company, 
eads_ the 
ut a score 
iscussions 


es 

nd Wine 
arters of 
nd wine 
noved its 
st. to 717 
. 


ine 
manufac- 
, polishes 
las placed 
[. DuFine 
rect mail 
will be 


F4 
ZZ 
\NAGER 


atives 


Brilliant 


a 


TIMES: PICAYUNE 


Take a Sunday paper that goes into 145 thousand out of 
150 thousand metropolitan homes, plus 100 thousand addi- 
tional trading-area homes, and man! you've got leadership! 
Add to that dominant Sunday paper a magazine supple- 
ment in eye-appealing colorgravure . . . colorgravure that 
affords as high as 90% reader interest, and sir! you’ve got 
assured readership! That’s the outstanding “success 
story’of the Sunday Times-Picayune New Orleans 


States. 


No Other 
Major Market for 360 Miles 


The shortest distance between your goods and consumers 


is major market newspaper advertising. For years the 
Times-Picayune New Orleans States has been a powerful 
force throughout the trading zone of the South’s greatest 
market. And there is no other major market within 360 
miles . . . no over lapping of advertising effort. Your ad- 
vertising in the Times-Picayune New Orleans States Color- 
gravure Magazine blankets every buying level as no other 
medium can... exerts maximum impact on a quarter of a 
million families, for a fraction of a cent per reader. Write 


direct or to our representatives for full details. 


Representative: 
JANN & KELLEY, INC. 
New York ° Chicago . Atlanta 
Detroit ° San Francisco 


v 


Check these Features 


32 to 64 pages in full color, spot color, duotone 
and monotone, carefully printed to assure faithful 
reproduction. 


The wealth of Louisiana harvested in story ma- 
terial. 


Special feature writers and expert color photog- 
raphers will localize articles for maximum appeal 


... The Fabulous New Orleans appeal! 


Readers of the Sunday Magazine . . . a medium 
that dominates “The Air Hub of the Americas” 


. are neighbors of the people of Latin America. 


QUARTER OF A MILLION CIRCULATION — 
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ARF Adopts 5-Fold 
Plan on New Study 


of Business Papers 


New York, April 
Point program of objectives for the 
Continuing Study of Business Pa- 
pers has been approved unani- 
mously by the administrative com- 
mittee in charge of this new pro- 
ject of the Advertising Research 
Foundation. The ARF is conduct- 
ing the study in cooperation with 
the Associated Business Papers, 
with the committee made up of 
three ABP members, two each 
from the American Association of 
Advertising Agencies and the As- 
sociation of National Advertisers, 
and two from the National Indus- 
trial Advertisers Association. 

The five general objectives of 
the study, 
ments under each are: 


5.—A five-| 


with detailed refine-| 


1. To determine how many 
people read a typical issue of a 
particular business paper. 

2. To measure how many peo- 
ple see and read the editorial mat- 
ter. 
| 3. To measure how many peo- 
ple see the ads and how many 
read most of the written contents. 


Committee Listed 


4. To discover general facts 
about the response to advertising 
in business papers. 

5. To provide a basis for ulti- 
mate analysis of the general influ- 
ence of such factors as position, 
size, color and continuity. 

In addition to chairman J. F. 
Apsey Jr., advertising manager of 
Black & Decker Mfg. Company, 
committee members include: Ken- 
neth W. Akers, Griswold-Eshle- 
man Company; William I. Beard, 
McGraw-Hill Publishing Com- 
|pany; Bernard Dolan, Peter A. 
Frasse & Co.; H. L. Fisher, Rick- 
ard & Co.; Arnold Friedman, Chain 
Store Age; D. P. Moyer, advertis- 
‘ing division of the lamp depart- 


ment, General Electric Company; 
E. Scott Pattison, G. M. Basford 
Company; H. Judd Payne, maga- 
zine division, F. W. Dodge Cor- 
poration, and Stanley Kniseley, 
executive vice-president of ABP, 
serving as an ex-officio committee 
member. 


McSpadden Joins F&S&R 


C. F. McSpadden, formerly with 
N. W. Ayer & Son and Williams & 
Saylor, Inc., New York, in service 
and creative capacities, has been 
appointed account executive at 
Fuller & Smith & Ross, Inc., New 
York. 


Plan Business Show 


The 38th annual National Busi- 
ness Show will be held at the 
Grand Central Palace, New York, 
Sept. 30 through Oct. 5. The show 
will be the first national business 
show since 1941. 


Piper Appoints Gale 

Piper Aircraft Corporation, Lock 
Haven, Pa., has appointed Charles 
H. Gale Associates, New York, as 
its public relations counsel. 


Public Relations 
Counselors Mull 


Problem of Fees 


APRA Sessions Told 
Strike Ads Hinder 
Labor Negotiations 


Washington, April 3—Most 
pressing “internal” problem of the 
professional public relations coun- 
selors is the setting of standards 
upon which they can base their 
fees. 

At least this topic was the hot- 
test one, both on the floor and in 
the lobbies, when the American 
Public Relations Association held 
its first annual convention here 
last weekend. 

Otherwise dull sessions sparked 
to life when Thomas J. Deegan Jr., 


What dealers say... 


about CAPPER’S FARMER readers 


After inspecting the Capper’s Farmer sub- 
scriber list for their area, these dealers of 


Wymore, Gage County, 


“In my opinion your subscriber list is a very fine 


one. —O. O. Kendle—Home 


“Capper’s Farmer readers are a very superior class 
of farm families."—1. C. Jones—Farm Implements 


“I enjoy doing business with all these families.” — 
G. Erwin—Electrical Appliances 


“A very good list of farm families in this area." — 
F. T. Clark—Building Materials 


“The most substantial farm families in this territory.” 


—G. E. Coffey—Automobile 


“Capper’s Farmer reaches the best farm homes.” 


_ —W. U. McDermitt—Grocer 


“These farm families ave 


J. Boettcher—Petroleum Products 


“J would say this is a very 


ilies. "—H. R. Mack—Druggist 


Nebraska, reported: 


Appliances 


Dealer 


‘ 
excellent customers.” — 


good list of farm fam- 


dominant farm families . . 


dealers describe as "best customers.” 


they listen to—Capper’s Farmer. 


The Farm Magazine That Dominant Farm Families Heed 


There’s a harmony in the relationship of Capper’s Farmer 
and its readers that is unique among farm magazines. For 
Capper’s Farmer is pitched precisely to the needs of its 1,275,000 
prosperous farm family readers . . . in perfect tune with their 
thinking . . . always ready with profitable, farm-tested advice 
and information. That’s why it’s the farm magazine that exerts 
an impressive influence on the buying habits of these dominant 


farm families of Mid-America... families whom rural 


Let your advertising strike a responsive chord with these 


. put it in the farm magazine 


Advertising Age, April 8, 1946 


vice-president of Abbott Kimball 
Company, broached the compensa- 
tion problem by urging that the 
independent counselors should 
base their fees on “services ren- 
dered,” rather than “what the 
traffic will bear.” 


Suggests 3 Times Cost 


Mr. Deegan suggested direct 
labor cost as a possible standard 
for fixing public relations fees. 
“An agency might assume that the 
fee would be about three times 
the labor involved,” he proposed. 
“One-third to meet the salaries 
of personnel and the remaining 
two-thirds for overhead, produc- 
tion costs and profit.” 

“Fees over and above the mini- 
mum should be in direct propor- 
tion to services rendered,” he said, 
and should not fluctuate “with 
ability to pay.” 

Earlier Edgar Warren, director 
of the Department of Labor’s con- 
ciliation service, warned that air- 
ing of company-union arguments 
in paid ads hinders settlement of 
industrial disputes. 

While Dr. Warren felt that 
purely local advertising in indus- 
trial disputes is less dangerous, he 
said that “negotiation by adver- 
tising’”’ in New York and Washing- 
ton newspapers tends to irritate 
the contending parties, and cause 
them to “dig in.” 

Dr. Warren said, “Each week 
thousands of industrial disputes 
are settled without fanfare.” He 
urged better understanding of the 
machinery for negotiation, and less 
emphasis on the big, troublesome 
strikes. 

Bert M. Sarazen, publicity di- 
rector, The Hecht Company, said 
it is “mentally strictly moronic” to 
believe that a group of “hot air 
experts and double talkers” can 
“lobby to the public.” 


Doing, Not Ads, Counts 

Noting that ‘public utilities, 
brokerage houses and transporta- 
tion companies” have taken adver- 
tising ‘‘to clean their soiled linen,”’ 
Mr. Sarazen commented that 
“public confidence must be earned 
not by advertising but by doing. 
Behind advertising must be pub- 
lic service.” 

Public relations, Mr. Sarazen 
said, is “the implied art of earn- 
ing and winning the confidence of 
the community.” While advertis- 
ing is part of it, he said, the man- 
ner of doing business, the credit, 
adjustment, delivery structure and 
the sales clerks are all involved. 

“One inefficient floor man,” Mr. 
Sarazen said, “can lose more cus- 
tomers than a month’s advertising 
can gain.” 

Advertising involving promises 
which are not kept “is a menace 
to the social order, leading to 
distrust among humans,” Mr. 
Sarazen argued. In order to avoid 
breaking down confidence, he 
said, every promise “actual or im- 
plied’”’ must be kept. 

Mr. Deegan said that a public 
relations firm must win a client’s 
confidence by selling him on its 
integrity, creativeness, judgment 
and contacts. By judgment, he 
said, the public relations firm must 
understand “a composite of the 
people the client wants to reach”; 
by contacts, it must be able to 
select media, and to reach com- 
munity or civic leadership when 
necessary. 


FOR POSTWAR PLANNING 


We can clip all, or typical, speci- 
mens of advertisements and editorial 
articles on postwar themes. Many 
organizations are.building postwar 
reference files NOW. We have back 
issue files of most business papers. 

Write for Booklet No. 20, “How Busi- 
ness Uses Clippings” that shows how 
manufacturers and their advertising 
agéncies use this service. 


BACON’S CLIPPING BUREAU 


BUSINESS FARM GENERAL 
PAPERS * PAPERS MAGAZINES 


221 N. LASALLE $T., CHICAGO 1, ‘ILL. 
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MACFADDEN PUBLICATIONS, Inc. 
ANNOUNCES 


A NEW MAGAZINE..... 


(First issue: September—to be released: August 28, 1946) 


SPORT 


will 


RAC! 


NG 


‘regularly 


HOCKEY 


ipa across all age, economic or social lines, sport is a 
dominant topic of conversation and interest among men. 


Further, based on the return to civilian life of 10,000,000 
servicemen in their most sports-active years, and upon America’s 
upward swing in leisure time and available money . . . interest in 
sports is destined to reach all-time highs. Yet despite this: 


NOT A SINGLE MAJOR SPORTS MAGAZINE FOR 
SPECTATORS IS IN EXISTENCE 


For this basic reason, Macfadden Publications has determined to 
publish SPORT, a magazine specifically designed for the spec- 
tators of sport. 


SPORT will cover the drama of athletic events, with emphasis 
on the most popular spectator sports listed here with their annual 
attendance: baseball (60,000,000), football (45,000,000), basket- 
ball (90,000,000), horse racing (22,000,000), tennis (600,000), 
hockey (7,000,000), golf (650,000), and boxing (25,000,000). 


/ si ~: re ws 3 
: , ; , 


E FOR SPORT SPECTATORS 


SPORT’s function will be to dofor sport spectators what 8,000,000 
motion picture magazine circulation each month does for America’s 
55,000,000 motion picture goers— provide specific information — in 
dramatic fashion— about a demanding, regular source of enter- 


tainment. 


SPORT’s EDITORIAL OBJECTIVES: 


“a SPORT will stress the human in- 
terest side of people-in-athletics. 


(2) SPORT will not be a “how to”’ maga- 
zine any more than Photoplay (for ex- 
ample) is a ‘“‘how to”’ magazine. 


3) SPORT will remember that Ameri- 
cans are hero worshippers—and so pre- 
sent its sports stars that we can identify 
ourselves with them. 


4) SPORT will not whitewash the 
people—or the politics—of sport. 


5) SPORT will not edit to any particu- 
lar age level—it will endeavor to reflect 
the wholesome interest in sport in all age 
levels. 


6) SPORT will (in the Macfadden tra- 
dition) be written for the millions...as 
good material as can be bought... but 
simple and straightforward. $10 words 
not welcome. 


(7) SPORT will engage (at any cost) the 
real authorities in each branch of athletics. 

SPORT will not be a “‘picture maga- 
zine’ in the presently accepted sense of 
the term. It will use pictures frequently 
when they tell a better story than words. 


© SPORT will endeavor to carry the 

voice of the millions who pay for sports 

to those who run them. 

© SPORT will campaign for good sport 
.. and good sportsmanship. 
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SPORT’s ADVERTISING PLAN 


Advertising will be accepted commencing with the first issue, (September, 
1946—on America’s newsstands August 28). While SPORT’s early print 
orders will be determined (to a considerable extent) by paper avail- 
ability, its minimum distribution will be 250,000. 

SPORT’s original guarantee will be 200,000—page rate per 1000 
based on guarantee: $2.50. 

Color forms for SPORT’s premier edition will close on June 20, black 
and white forms on July 1. 

Here are some additional data: 

STOCK TYPE SIZE 
40 Ib. (run of paper) 7’ x 10 3-16" 


50 Ib. (insert) 
70 Ib. (covers) 


RATES 
Black and white page............... $500.00 
Four-color inside cover and inserts .. 750.00 
Four-color back cover............... 1,000.00 
rr ee 350.00 
eer er eee reer ree 180.00 


3 Months Rate Protection 


NOTE: Advertisers will be protected, in the rates announced, for a period of 3 
months. Orders beyond 3 months accepted at the rate then prevailing. 


NOTE: To arrange for the 
showing of a fifteen-minute 
presentation, including all 
present factson SPORT as a 
major advertising medium, 
fill in and mail the coupon. 


~~. 


/ 


/ 
/ 


(Address) 


(Title) 


MR. JOHN F. SCHILLER 
Advertising Director, SPORT 
/ 205 East 42nd Street 

/ New York 17, New York 


/ Dear Mr. Schiller: 
I am interested in arranging a 


meeting to see the “SPORT” 


re- 
sentation. . 


Will you call me to set 


. a conveni 
time? sen 
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What Is Advertising? 


In his column this week, the 
Creative Man presents an ex- 
tremely provocative viewpoint in 
connection with the current Heinz 
advertising on behalf of the starv- 
ing peoples of the world. 

The Creative Man thinks the 
copy is fine, the cause highly 
laudable, and the whole effort as 
good an example of public service 
promotion he has ever seen. But 
he does not believe that the three 
ads in the series can be considered 
as advertising for the H. J. Heinz 
Company. He does not believe 
that the cost of the advertising 
should come out of the Heinz ad- 
vertising budget; he thinks, in- 
stead, that it should come out of 
the company’s fund for contribu- 
tions to charities and other worthy 
causes. 

The Creative Man makes the 
additional point that public serv- 
ice advertising of the type so skil- 
fully encouraged by the Adver- 
tising Council will never be ex- 
tensive enough or as good as it 
might be until public service ad- 
vertising is paid for out of a spe- 
cial fund, and is not considered 
chargeable to the regular adver- 
tising budget of a company. 


With these opinions, ADVERTIS- 
Inc AGE finds itself in substantial 
agreement. In the main, it seems 
completely logical that the same 
budget which is designed to sell 
products or services should not be 
required to bear the burden of 
public service or other so-called 
“institutional” advertising, and 
that best results from both kinds 
of advertising can be secured by 
recognizing each for what it is, 
and making adequate and separate 
provision for each. 

ADVERTISING AGE believes 
strongly in the value and impor- 
tance of public service advertis- 
ing, and is certainly not arguing 
for a reduction in expenditures for 
this purpose. But the era in which 
the need for hard product selling 
was almost non-existent is rapidly 
drawing to a close, and business 
might do well to differentiate 
clearly between the objectives 
sought with various kinds of ad- 
vertising, and the budgets which 
are allotted to them. If this is not 
done, The Creative Man’s conten- 
tion that public service copy will 
be shunted aside in the face of in- 
creasing needs for product selling 
copy may prove largely true. 


Relationships with the Public 


The annual report of General 
Motors Corporation contains an in- 
teresting half page, headed “Rela- 
tionships with the Public,” which 
gives so clear an exposition of 
this subject that it seems well 
worth quoting here. 

“Good relationships with the 
public are a force which General 
Motors desires in all its operating 
policies and practices,” the report 
says. “In the long run the progress 
of the organization is dependent 
upon the attitudes and opinions of 
people in all walks of life. It is 
dependent upon the favorable 
opinion of people with respect to 
its products and services offered in 
a competitive market. It is de- 
pendent as well upon their favor- 
able opinion with respect to Gen- 
eral Motors as an institution back 
of all the products it makes and 
the services it renders. 

“Tt is not enough for industrial 
management to engineer and 
manufacture more and _ better 
products at ever lower cost. In- 
dustry has the additional responsi- 
bility of demonstrating sound 
social as well as sound economic 
objectives. The way a company 


produces is often as important al 


what a company produces. The 
successful business must adopt 
wise, constructive policies in the 
mutual interest of all concerned. 
It must apply these policies ef- 
fectively. But more than that it 
must interpret them to employes, 
stockholders, suppliers, local com- 
munities and the public, so that all 
will have a clear understanding of 
the company’s actions and aims. 

“Naturally, business must as- 
sume leadership for defining pol- 
icy, not solely in its own interests 
but with recognition also of the 
prime importance of coordinating 
its interests with those of the public 
at large. Should any policy appear 
to be out of harmony with public 
thinking at the moment, it be- 
comes the responsibility of indus- 
try to present the facts to the 
forum of public discussion, fear- 
lessly and aggressively. 

“The policy of GM management 
is actuated by the principle that 
‘What is good for the country is 
good for General Motors.’ This 
broad concept provides a_ basic 
pattern for building good relation- 
ships with the public and guides 
the organization in all its plans 
and activities.” 


“Don't you think you take that old chestnut, ‘selling is an art,’ a little too 
seriously?" 


Religious Advertising 

London’s Newspaper World tells 
us that there was quite a discus- 
sion of the advertising of religion 
at the winter conference of the 
Anglican Evangelical Group Move- 
ment. As you may know if you 
read your AA closely, the An- 
glican church decided some weeks 
ago to put on a big advertising 
campaign this year. At any rate, 
Canon Marcus Knight of St. Paul’s 
Cathedral said: 

“TI am all for trying to advertise 
the Gospel, but if we were allowed 
space in the national papers, could 
we agree on what to advertise? 

“My own feeling is that we 
should spend so much time trying 
to agree what to advertise in the 
paper that it would have gone to 
press before we were ready.” 

He added: “There would be a 
real danger in having a_ poster 
with a picture of a portly bishop 
sitting on a Noah’s Ark in a stormy 
sea with the slogan, ‘The Church 
of England prevents that sinking 
feeling.’ ” 


How to Spend Money 

While we’re comfortably travel- 
ing the world without moving from 
our cubbyhole, we might as well 
tell you about*the window display 
being featured by Steen and Strom, 
Oslo’s biggest store, built on the 
theme of rebuilding the country. 

One of the units in the display 
gives advice on how Norwegians 
should spend their money, show- 
ing on one side a bottle of the Nor- 
wegian liquor Karve Aquavit, with 
its price of 15 kronen, while on the 
other side are heaped up a variety 
of articles including milk, sugar, 
flour, potatoes, etc., whose total 
cost adds up to the price of one 
bottle of aquavit. 


Sales Execs Don’t Fool 


If you want to know how a con- 
vention should really be run, get 
on one of the convention commit- 
tees of the National Federation of 
Sales Executives. This group will 
hold its next meeting in Chicago 
in May, under the general chair- 
manship of Harold Laidley of 
White Motor Company. 

Being a committee member of 
of the NFSE is no honorary job, 
as those who are brash enough to 
accept an assignment soon dis- 


Committeemen are ex- 
pected to work, to do a job, and 
do it on time, and if they don’t, 
they darn soon get a wire or a 
telephone call wanting to know 
how come. This committee of 
Laidley’s not only held two or 
three all-day, hard-working ses- 
sions in various parts of the coun- 
try to get organized, but members 
are kept informed of developments 
with a steady flow of memos, plans 
books and similar material. Latest 
item to reach committee members 
is a detailed campaign plan book 
for club convention committees, 
printed and bound, and containing 
about 20 pages of suggestions, in- 
formation and data as well or- 
ganized and planned as any other 
merchandising or sales campaign. 

This particular book contains 
“eight reasons why your club 
should send many executives to 
Chicago”; “benefits for executives 
who attend”; “objectives of the 
congress”; “program of the con- 
vention”; ‘Registration fees and 
registration form”; “how to re- 
serve hotel rooms in Chicago’; and 
“a possible telephone or personal 
presentation.” 

Nothing is left to chance. 


cover. 


Jottings 

It probably is not new, but you 
ought to know that Chatfield- 
Clarke Company, Waterbury, 
Conn., is marketing a white black- 
board for use with colored crayons. 
Is this a case of the kettle calling 
the pot white? ... 

You can win two first prizes of 
$1,000 each for naming two new 
trains of the Louisville & Nashville 
and Nashville, Chattanooga & St. 
Louis railroads. In newspaper ad- 
vertising, the lines are offering 
prizes of $1,000, $500 and $250 for 
the best three names for each of 
two new trains—one from St. 
Louis to Atlanta, and the other 
from Cincinnati to New Orleans. . . 

KMA, Shenandoah, Ia., is right- 
fully proud of the accomplish- 
ments of Leanna Driftmier, KMA 
homemaker, who this month is 
celebrating her 20th consecutive 
year on the air. Leanna started 
her daily “Kitchen Klatter” pro- 
gram in 1926, and hasn’t been de- 
terred from carrying it on, even 
though she has been confined to a 
wheel chair since an auto accident 
in 1930... 


The following documents may 
be secured without charge from 
companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St., 
Chicago 11, Ill. 


No. 2632. So Goes the Nation. 
The New York Sun has put to- 
gether, in this brochure, a con- 
densation of a stack of business in- 
formation from periodicals, re- 
search reports and government 
sources. Markets, Industry, Sales 
and Distribution, and Advertising 
are some of the subject headings, 
and there is a section devoted to 
facts about the New York market. 


No. 2633. How to Sell. 

A series of sales training ar- 
ticles that have appeared in In- 
fants’ & Children’s Wear are con- 
tained in this booklet, issued by 
Haire Publishing Company. The 
foreword points out that “even 
stores having regular personnel 
departments find that it is im- 
possible to give training in selling 
specific merchandise for specific 
departments,” and these articles 
dealing with infants’ and chil- 
dren’s merchandise should be a 
help as a text for new personnel 
or as a refresher course. 


No. 2634. Five Years with the 
Fawcett Beauty Reader Forum. 
This booklet, issued by Fawcett 
Publications, contains. a summary 
of the Fawcett Beauty Reader 
Forum reports, which have been 
issued during the past five years. 
It gives a picture of the trend in 


beauty habits—kind of products 


used and place of purchase—of 
readers of True Confessions, Mo- 
tion Picture and Movie Story. 


No. 2614. Drug Route List. 


The Atlanta Journal offers 
something new in route lists in 
this streamlined version, which 
covers 207 Atlanta drug stores, in- 
cluding 168 independents, 33 
chains and six wholesale drug 
companies. The data includes such 
details as how many stores carry 
tobacco; maintain soda fountains; 
branch post offices, lending li- 
braries, etc. 


No. 2618. Sales Tell the Story. 


House Beautiful, in this book- 
let, displays the evidence of sales 
success through the use of the 
magazine’s window shopping sec- 
tion. Pages show typical advertise- 
ments for a variety of merchan- 
dise, from furniture to jewelry and 
wearables, with corresponding re- 
ports on the success of the ads. 


No. 2619. Grocery Products Sales 
in the Pittsburgh Market. 
Three maps indicating grocery 
products distribution in the Pitts- 
burgh area highlight this folder, 
issued by the Pittsburgh Post- 
Gazette. One shows the territory 
covered by wholesale grocers, the 
second, chain store locations con- 
trolled by Pittsburgh, and the 
third, the grocery products mar- 
keting area, wholesale and retail 
combined. A table provides mar- 
ket facts, by state and county, 
about the Pittsburgh food area. 


No. 2625. The Grocery Business 
in Rock Island - Moline - East 
Moline, Ill. 

The Moline Dispatch and Rock 
Island Argus have issued this 
folder, which lists major super food 
markets, shows the tri-city sales 
rank among six Illinois-Iowa mar- 
kets, and gives the 1945 record of 
some of the major Argus and Dis- 
patch food advertisers. 
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Globe-Democrat’s 


Here are the 27 food classifications in 


the Globe-Democrat’s Grocery Audit * has m ade 


Package Laundry Soap © 
Bar Laundry Soap * 
Cake Flour * * * » | 
Dehydrated Soup ra St Louis America S 
Chili Con Carne e s 
Cleansers e 
Water Softeners x 
== No. 1 test market 
All Purpose Flour e 0. es mar e 
Pancake Flour e 
Prepared Flour Mixes e 
Toilet Soap e ‘ ‘ 
Coffee 6 We can put your finger on the pulse of grocery store business in 
Instant Coffee ° America’s No. 1 test market. 
Dry Dog Food j 
mney ei mtcng e The ups and downs of 450 products in 27 grocery store lines are 
eiuiee a accurately charted in the St. Louis Globe-Democrat’s Grocery Store 
Margarine— Butter— Lard ° Audit ...a survey so revealing that it made St. Louis the nations best 
in t met, The cllects of pei kaging, brand handel 
Peanyt Butter est market. e elfects Of price, packaging, brand names, merchandising 
Baby Food and advertising are clearly reflected. 
Baby Cereal Food 


The factual information contained in the Globe-Democrat Audit is 
important to you whether your product is a debutante, an up-and-comer or 
an old-timer. Write . . . St. Louis Globe-Democrat, Dept. 100 St. Louis, Mo. 


Desserts 


»* 
ca 
7 
a 
eo 
Canned Soup e 
a 
e 
e 
+ 


Only the Globe-Democrat claims to 
cover successfully the rich and impor- 
tant market of the 49th State, which 
includes 87 counties in Eastern 
Missouri and Southern Illinois, 
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New Rate Card 
for ‘Baby Care Manual’ 


Baby Care Manual, magazine for 
new mothers, published by the 
Parents’ Institute, New York, has 
issued a new rate card, effective 
with the winter, 1947, issue, dis- 
tributed during January, Febru- 
ary and March. The page rate has 
been increased from $1,725 to 
$2,285, based on guaranteed circu- 
lation of 800,000. The current 
guarantee is 600,000. 


Over 200,000 envelopes 
handled weekly 
3 lines—$5.25 per 1000 
4 lines—$6.00 per 1000 
Daily pick up in N. Y. 
Delivery service—48 hrs. 
Clear—Accurate Work 
Complete mailing service 
available at low rates. 
DeGroodt & Associates, Inc. 
8729—78th St. 
21, N. Y. 
MI 2-4250 


‘Dealer's Choice 
Prime Influence,’ 
Says Haire Survey 


Brand Names Fail 
to Register in 
Home Furnishings 


New York, April 4.—Not brand 
name, but dealer recommendation, 
sells home furnishings. That is 
the principal conclusion of a new 
survey published this week by the 
Haire Publishing Company. 


Entitled “The Influence of Brand 
Names on Consumer Purchases of 
Home Furnishings,” the survey 
sent Fact Finders Associates, Inc., 
into homes, department and furni- 
ture stores in New York, Phila- 
delphia, Boston, Cleveland, Detroit, 
St. Louis, Atlanta, New Orleans, 
Dallas and Richmond. 

Some of their more startling 
findings: 48.9% of the women in- 
terviewed were unable to name a 
single brand of furniture, and two- 
thirds of them said they were “‘in- 
different to furniture brand and 
willing to accept the dealer’s 
recommendation.” In mattresses, 
nearly all could name a brand, but 
62% named Simmons, and 52% 
named Beauty Rest, which is, of 
course, the same brand. In this 
field, 39% of the women were will- 


ing to depend on the dealer’s rec- 
ommendation. 

In carpets, 33.8% of the women 
could name no brand; 16.8% 
named Wilton, which isn’t a brand, 
but a generic term. Therefore, 
50.6% could name no brand. In 
this field, only four brands, named 
by only 4%, stood out in the fol- 
lowing order: 


too, 50% would accept dealer 
recommendation. 


Linoleum Well Identified 


In linoleum, Armstrong and 
Congoleym Gold Seal got high 
identification, but 57% would buy 
the brand recommended by the 
dealer. In decorative fabrics, 
86.5% of the women could name 
no brands, and 71% would accept 
dealer’s choice. In curtains, two- 


In any picture of your market... 
The Modern Half is the Better Half ! 


BENNY Coop maw 


[CO Peru saad 1 | 


1. THE OLDER SET in your market is 


nnd 
7m =. 
a= 


S/EBEL 


2. THE MODERN SET isn’t really set 


Bigelow, Alexander | 
Smith, Mohawk and Olson. Here, | 


at all. Younger women simply wallow 
in what’s new—trying, rejecting, 
buying, accepting. Yes, their minds are 
wide open at this age. Get in there now 
with your product story—and they'll 
become your brand users, your loyal 
customers, henceforth and forevermore. 
Get in Dell and sell three million moderns! 


just that—set. There’s little chance 

of getting this complacent age group 
to replace its beloved belongings, 

its preferred product names. Is your 
advertising for new-model radios and 
latest swing records aimed exclusively 
here? Tut, tut! The only swing these 
ladies like is the front porch kind! 


Dell Modern Group 


sells the Modern Market 


Advertising Age, April 8, 1946 


thirds knew no brands, and 70% 
would take the word of the dealer. 
In lamps, 71% were unconscious 
of brands, and of the ones who 
named brands, many confused 
bulb manufacturers with lamps; 
74% would accept the dealer’s 
recommendation. 


Radio Reverses Trend 


In radio, the best-advertised of 
| the household furnishings, 70% of 
{the women would go to a dealer 
who handled the kind of radio 
they intended to buy; product 
identification is high—only two 
women could not name a brand, 
and the average was 3.3 brands 
per woman. In this field, only 25% 
would be willing to accept the 
dealer’s recommendation. 

For purposes of the survey, 
“home furnishings” were held to 
include furniture, bedding, floor 
coverings, draperies and curtains, 
lamps, wallpaper, accessories and 
radios. 

In contrast to what the con- 
sumers said about brands, the re- 
action of the retail outlets showed 
that the dealers believe nationally 
advertised names to be increas- 
ingly important—97% of depart- 
ment stores and 92% of furniture 
stores believe that brands are be- 
coming more pertinent in the 
merchandising of home furnish- 
ings. Furniture, bedding, floor 
coverings and radios show the 
most marked accent, all retail out- 
lets agree. Ninety-two per cent 
of both department and furniture 
stores think that customers are 
more brand conscious than for- 
merly, but they are disposed to 
rank brand name as less impor- 
tant than store name. 


Department Stores Lead 


Also of interest to most market- 
ing men will be the retail story 
told by the survey: in all fields 
of household furnishings except 
radio and furniture, department 
stores enjoyed a substantial mar- 
gin over the other types of outlet. 
Besides the substantial group which 
was primarily influenced by brand 
names or dealers’ recommenda- 
tions, other influences listed were: 
Magazines (with Better Homes & 
Gardens and Good Housekeeping 
leading), 79%; homes of friends or 
relatives, 56%; store windows, 
46%; store model rooms, 40%; 
newspapers, 34%; radio, 23%; and 
interior decorators, 18%. 

The survey is available from the 
company’s office at 1170 Broadway, 
New York. 


Program Set for Flit 


Stanco, Inc., New York, has 
lined up the annual campaign for 
Flit insect spray, and also will 
promote new Flit surface spray 
containing 5% DDT with a quar- 
ter-hour transcribed musical series, 
“Flit Frolics,” twice weekly on 
226 stations coast to coast, begin- 
ning April 8. Of the 226 stations, 
90 are Keystone Broadcasting 
System outlets in the South. The 
magazine schedule is not yet de- 
cided. Agency is McCann-Erick- 
son, Inc., New York, 


Wood to Am. Molasses 


John A. Wood, formerly New 
England sales manager for Nestle’s 
Milk Products, Inc., Boston, has 
been appointed sales manager of 
packaged goods for the American 
Molasses Company, New York. 
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WATT Publishing Co., MOUNT MORRIS, ILt. 
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John Brooks, corner of Third and 
Market Streets. According to the 
Pennsylvania Gazette, Oct. 27, 1790. 


Breeches Maker 


Joun Brooks of Philadelphia . . . in the Pennsylvania Gazette of October 
27, 1790. . . “respectfully informs the public that he has removed to 
the north west corner of Market and Third Streets, where he continues 
to carry on his business in the most extensive manner, warranting all 
goods sold by him to be of the best quality, and at the most reasonable 
rates” viz. and to wit, Gentlemens & ladies best buckskin riding gloves,” 
ditto of best beaver . . . gloves of white and coloured kid, linen, 

cotton, nankeen and fur’. . . to say nothing of Gentlemens and youths 
best buck and sheep-skin breeches, deerskins for breeches, white skins 
for the use of saddlers and shoemakers . . . 


Mopern Maker of gloves and breeches, metaphorically speaking, is 
the newspaper . . . in that it equips reason to hold its seat in a most 
upsetting world, helps sense and sensibility to handle the hot potatoes 
as well as the icy grips of circumstance . .. But the newspaper maker 
lacks John Brooks’ aged and cured materials, must take what comes each 
day, select with conscience and craft the soundest stuff... whip out 


new gloves and breeches for the minds and hearts of millions . . . 


‘Tuis Newspaper, in the words of breeches maker Brooks, warrants 
its goods to be of best quality . . . in consequence, continues to carry on 
its business in the most extensive manner ... And begs to remind all 
advertisers that local custom is the best evidence of merit... as Philadelphia 
merchants and Media Records both testify. And in view of the improved 


newsprint supply, may now gratefully acknowledge new favours . . . 


The Philadelphia Angnirer 
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Loose-Wiles Name 
Becomes Sunshine 
for Ad Emphasis 


New York, April 5.—Three men 
in Boston had an idea in 1904 and 
as a result more than 40 years 
later a multi-million dollar bak- 
ing concern changed its name. 

When stockholders of the Luose- 
Wiles Biscuit Company recently 
voted almost unanimously to 
change the firm’s name to Sun- 
shine Biscuits, Inc., it was a vote 
of commendation for Jacob and 
Joseph Loose and John Wiles. 
With their idea of putting their 
bakery’s ovens under a top floor 
skylight instead of in the base- 
ment, they unknowingly brought 
about the name “Sunshine.” 

No one knows who first called 
the biscuits from these ovens Sun- 
shine, but that anonymous chris- 


...- The Bird That Symbolizes 
Veteran Purchasing Power 
SALUTE’s Format... 


To more than eleven million GI’s, Yank was an 
eagerly looked-forward-to interval in the nasty job of 
war. They relaxed with Yank, joined in its forums— 
believed in it. Now former editors of Yank have joined 
with editors of The Stars and Stripes to create SALUTE 
—the vet’s magazine that picks up where Yank left off. 


SALUTE’s Editorial Policy... 


As Yank was for and by the GI, SALUTE is for and 
by the ex-GI. SALUTE wants to reflect the veteran’s 
opinions, voice his rights—and yet SALUTE will not 
become his organizer. SALUTE will stay completely 
independent, free of all party and organizational lines, 
as in that way alone can it best serve the ex-GI veteran. 


SALUTE’s Circulation... 


Doctor, lawyer, merchant and mechanic—SALUTE 
picks its readers from all levels who wear the gold 
emblem. Starting with a circulation guarantee of 
350,000, with demobilization less than half complete, 
SALUTE will grow rapidly, issue by issue, to meet with 
the demand of an eventual eleven million veterans. 


ALUTE ities 


Picks Up Where YANK Left Off... 


CAN DELIVER 


That Much-Sought-After 


SALUTE... 
The Perfect Media for America’s Richest Market 


There’s no question of the enormity of the veteran’s purchasing 
power. It is a vast, rich market with money to spend —an eager 
mass-market that can be reached at low milline rates through the 
interest-packed pages of SALUTE. Issue by issue, print orders 
will be stepped up to keep pace with increasing demand from 
over eleven million veterans. Fore-sighted, far-sighted advertis- 
ers are now covering with long-term insertion orders at the 
initial 350,000 circulation rate. They recognize it as a “‘ground 
floor” buy which will zoom to sky-scraper proportions as word 
gets around. Hop on the SALUTE bandwagon. Some choice 
positions are still available in coming issues. For rates and data, 
phone or wire the nearest SALUTE office. 


NATIONAL PUBLISHERS’ REPRESENTATIVES, INC. 


CHICAGO NEW YORK LOS ANGELES 
59 E. Van Buren St. 114 E. 47th St. 610 S. Broadway 
WABash 0152 Plaza 3-5173 Mutual 2161 


VETERANS PUBLISHERS 


Inc., 


Leverett Ss. 


Gleason, Publisher 


Advertising Age, April 8, 1946 


tening launched a name featured 
in more than $25,000,000 worth 
of advertising in the past 40 years. 
In 1946 approximately $2,000,000 
will be used to publicize it. 

The origin of the plump little 
baker who grins amiably from 
each container of Krispy crackers 
is equally shadowy but about 1914, 
he, like Topsy, “just growed” and 
has been growing ever since. 


Has 100 Products 


Loose-Wiles once featured more 
than 1,000 items for retail sales, 
but Sunshine now has fewer than 
100 in its fold, which it pro- 
duces in 13 cities throughout 
the country. Among these is the 
world’s largest and longest oven. 
Located at Kansas City, Kan., in 
a seven-block plant, biscuit pro- 
duction is facilitated with a series 
of 600-foot ovens and a 1,500-foot 
conveyor belt. 

There is still a member of one 
of the original families who 
formed Sunshine Biscuits, Inc., 
connected with the firm. He is 
Kenneth B. Loose, vice-president 
in charge of manufacturing, who 
is largely responsible for the con- 
struction of the new ovens at 
Kansas City. 

Sunshine’s sales in 1945 were 
$81,000,000, or about one-third of 
those of its long-term rival, Na- 
tional Biscuit Company. 


Brisacher Wins 
California Dairy 


Board Account 


San Francisco, April 3.—The 
California Dairy Industry Advis- 
ory Board has named Brisacher, 
Van Norden & Staff to handle the 
association’s advertising account. 

The award was made after a two 
and one-half month study of the 
promotion plans of 15 agencies by 
the board. N. W. Ayer & Son and 
Brisacher, Van Norden & Staff 
were the final contestants. 

While the promotion budget is 
not definitely set, the agency be- 
lieves it will be approximately 
$2,000,000, spread over a four- 
year period. This figure includes 
certain portions for research and 
industry development. 


Plans Television Course 


Plans for a graduate course in 
television have been set up by the 
department of dramatic arts, West- 
ern Reserve University, and the 
United Broadcasting Company’s 
television workshops, WHK, Cleve- 
land. The course, which will be 
offered at the winter session of 
the graduate school of the uni- 
versity, will offer such subjects 
as acting, directing, lighting, scene 
designing, costuming and makeup. 
Classes will meet once a week in 
the studios of WHK, and twice 
a week on the campus of Western 
Reserve. 


Appoints McClanahan 


A. B. McClanahan has been ap- 
pointed eastern representative of 
American Poultry Journal, Chi- 
cago. He will make his headquar- 
ters at 295 Madison Ave., New 
York. 


Joins Chicago Paper 

John Farwell, recently released 
from the Army air forces; has been 
appointed advertising promotion 
manager of the Chicago Herald- 
American. 


| BURTON BROWNE 
'— AMVERTISING 


619 NORTH MICHIGAN AVE. 
| CHICAGO 11 + DEL. 8300 _ 
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One of the famous ‘‘Beech-Nut Babies’'— 
reproduced through courtesy of 
Beech-Nut Packing Company, 
from their Original Painting 
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by SIPMACEAR-WRAGUING 


: ie is a new day in selling—-a day 
when new conceptions of quality 
are essential to success in highly com- 
petitive markets. Quality in your 


products . . . quality in your selling 


. and quality in your advertising 
material will pay handsome dividends 
now and in the years to come. 

In the field of advertising material, 
progressive merchandisers are deter- 
mining right now to give highest 
possible quality and attention value 
to their folders, booklets, broadsides, 
posters, displays and other material 
by using FULL Color . . . naturally 
and beautifully reproduced through 
the finest lithographic process. 

To achieve this goal, many of 
America’s biggest business firms are 
depending upon Stecher-Traung—for 
over 75 years one of the nation’s fore- 
most lithographers and long a leader 
in bringing natural color reproduction 


to its present high state of excellence. 
The illustration on the preceding 
page is an example of Stecher-Traung 
craftsmanship. 

Stecher-Traung’s exclusive FULL 
Color “‘Gang Run” Method gives you 
fine FULL Color lithography at mass 
production economy . . . especially 
advantageous for smaller quantities 
and revised reruns. 

If you are interested in having top 
quality FULL Color advertising mate- 
rial, send for the informative book, 
‘The Selling Power of FULL Color™’ 
offered below. 


Write For This 
28-Page Book 


Shows how to use color effec- 
tively and easily, explains 
how to prepare art work and 
describesStecher-Traung'sex- 
clusive FULL Color ‘‘Gang- 
Run” Method. Write on your 
company letterhead for your 
free copy. 


STAC HAR WMRAGING 


LITHOGRAPH CORPORATION 
Rochester 7, N.Y. e San Francisco 11, Calif. 


Offices in Principal Cities 
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on: How to sell customers 
without merchandise to sell! 


1) There was that big General Electric plant 
in Bridgeport, Conn. . . . put out of the hush- 
hush business by the end of the-war, but months 
removed from refrigerator production. 

2) There was the G-E refrigerator dealer 
organization . . . hand picked, experience 
educated, built with time, sweat (and for all 
we know, tears, too!); on short rations during 
the war years, ready for business. 

3) There were all the dear customers . . . 
flush with folding money, the “gimme” light in 
their eyes, hot to buy refrigerators. 

4) There was that uncomfortable time lapse 
between program and production . . . when 
prospects might be parted from their money, 
and dealers decoyed by other lines made. 

9) And there (softly, Professor) in its big 

. red factory in Long. Island City was Einson- 
Freeman . . . adaptable lithographers who had 
spent the war years making stuff to show 
selectees how to shoot, read compasses, flag 
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SELLING REFRIGERATORS 


with a reasonable facsimile... 


GENERAL § ELECTRIC —|||hUG 
REFRIGERATOR | J 


STAINLESS STEEL FREEZING COMPARTMENT — 


GENEROUS BOTTLE STORAGE 
Height 13:”~ high enough for rail 


Room for os many as 10 one quart milk botttes, ee 


3” TO 4” FIBERGLAS INSULATION 


Extremely efficient - will not settie or pack. 
, Odorless, vermin-proof, will not absorb moisture, 


MEAT DRAWER 
High humidity and 


SLIDING SHELF - ADJUSTABLE SPACING oo 


Makes entire contents readily accesible. 
Meets varying storage requirements. 


FRUIT AND VEGETABLE DRAWER 


DULUX LIQUID PLASTIC 


Oil cooled = prewine verage 20 KWH per month. 


Low operating comt~@ 


OVER 1,000,000 in use 10 years or longer! 


neor-freezing cold 
Keeps trosh meats in prime condition for days. 


Ourable high eater eter is t a saad : — 


: signals, blinker codes . . . teaching pilots how to handle 


planes, watch weather ... . printing graphic presentations 
which meant so much more than whole service manuals. 


Wet, to end the suspense... our brain trusters 
broke out with a life-size reproduction of the G-E 
refrigerator, door open, shelves loaded; and a panel that 
swung aside and revealed a full list of G-E advantages, 
each linked with a ribbon to the part responsible. 

The prospects saw, the salesmen demonstrated with 
the reasonable facsimile. The panel of sales points 
assured a complete presentation, helped the salesmen— 
especially men out of service and a little rusty. Most 
prospects were given enough good reasons for waiting 
until G-E refrigerators were ready to ship! 

Demonstration by display, when the product is not 
available, can make sales . . . hold customers, salesmen, 
distributor organizations. 

All that is needed is a potent idea, the proper pictures 
... and the know-how. And in all modesty, we know of 
nobody with more know-how, with more experience in 
its application . . . than the undersigned. Salesworthy 
suggestions are still available to ‘interested inquirers. 
Sometimes it pays to phone... 


EINSON-FREEMAN CO., tn. 
Store Display Lithographers 
STARR & BORDEN AVENUES, LONG ISLAND CITY 1, NEW YORK 
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‘Digest’ Writer 
Asks Outdoor Ad 
Ban on Highways 


New York, April 3.— “The 
Coming Billboard Battle,” by 
Thomas C. Desmond, member of 
the New York state senate, is the 
title of a provocative article in the 
April issue of The Reader’s Digest. 

Stating that he has been seeking 
restriction of outdoor advertising 
to commercial zones for 15 years 
in the New York legislature, the 
author maintains that the “bill- 
board battle” is about to reach its 
climax. As proof, he emphasizes 
that $4 billion worth of new roads 
are to be constructed in this coun- 
try. The “billboard” industry, he 
maintains, intends to “plaster” 
them with signs. 

Senator Desmond accuses the in- 
dustry of maintaining salaried lob- 
bies “in every state legislature,” 
using “dummy associations’ to 
arouse support from farmers and 
union members, placing legislators 
in its debt by donating sign space 
during campaigns, and subsidizing 
opposition to lawmakers who vote 
for regulation. : 


Flays ‘Code of Ethics’ 


He charges outdoor companies 
with using a “code of ethics” as 
camouflage to subdue organized 
opposition whenever’ regulatory 
laws seem on the verge of enact- 
ment, and of laxity in maintain- 
ing the code when immediate dan- 
ger is past. He cites instances such 
as the agreement made by 14 na- 
tional advertisers with the New 
York State Roadside Council that 
defacing advertising would be re- 
moved. Two of these companies, 
General Motors and _ Socony- 
Vacuum Oil, later complained that 
advertising no sooner was removed 
than the location was taken over 
by a competitor, the senator as- 
serts. He concludes that the only 
solution is through legislation. 

Listing advocates of outdoor ad- 
vertising regulation, the article 
mentions the American Automo- 
bile Association, National Associa- 
tion of Real Estate Boards, Na- 


If you sell 
BREAD 


You Need WIBW 


In Kansas and parts of six 
adjoining states WIBW is the 
preferred station of almost five 
million listeners. 

WIBW is preferred by deal- 
ers, too, as shown by their 
enthusiastic tie-in promotion at 
point of sale. 

We have a reputation for 
hard-hitting selling. Let us prove 
it to you by RESULTS. 


WIBW 
"Ye Yoiee of Handa’ 


Topeka...Kansas 


| tional Roadside Council, New York 
|\State Chamber of Commerce, 
American Planning and Civic As- 
sociation, Garden Clubs of Amer- 
‘ica, and “most of the country’s 
leading periodicals.” 

| a 
| Mrs. Page Will Head 
U.S. Inspected Foods 


| Mrs, Jean McDougall Page, for 
|six years food and equipment 
|editor in the research department 
|of Household Finance Corporation, 
|New York, has been appointed di- 
‘rector of U. S. Inspected Foods 
| Educational Service, New York. 
'She succeeds Polly Gade, director 
since the service was founded in 
March 1942, who has resigned fol- 
lowing her recent marriage. 

The service is a national non- 
profit association organized by 
processors of fruits and vegetables 


who have been approved to oper- 
ate under the continuous plant in- 
spection service of the U. S. De- 
partment of Agriculture, and who 
voluntarily U. S. grade label their 
products. 


Diaperwite Baby Wash 
Starts 1946 Campaign 


Diaperwite Company, New York, 
whose laundry product is mer- 
chandised and sold through Fleet- 
fellow, Inc., New York, will start 
a $250,000 campaign for 1946, 
using 100-line ads weekly in news- 
papers of 20 markets. The com- 
pany, which promotes its wash 
product for diapers and children’s 
white items “up to age 6,” also 
uses copy in business papers and 
magazines of interest to mothers, 
such as My Baby and Parents. 

Diaperwite ran test advertising 
last year. In February (AA, Feb. 


11), the company named Hill Ad- 
vertising, New York, as agency. 


GMA Plans June Meeting 


The Grocery Manufacturers of 
America, under merchandising 
committee chairman William A. 
Dolan, president of Wilbert Prod- 
ucts-Company, New York, is mak- 
ing arrangements for a mid-year 
meeting June 17-19 at Shawnee- 
on-the-Delaware, Pa. It will be 
devoted mainly to merchandising 


and marketing problems. 


‘Sport’ to Swertfager 
Macfadden Publications, Inc., 
has appointed Walter M. Swert- 
fager Company, New York, to 
handle both advertising and cir- 
culation promotion for Sport, its 
new magazine on spectator-sports. 
The first issue, for September, will 
appear on newsstands Aug. 28. 
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‘Elgins Again’ is 
Motif of Elgin’s 


New Advertising 


Elgin, Ill., April 4.—“Elgins 
Again” will sound the note of the 
first four-color ad by Elgin Na- 
tional Watch Company since 1942, 
according to Gordon Howard, ad- 
vertising manager. 

Scheduled to break in the roto- 
gravure sections of Sunday papers 
in 21 cities April 7, the ad will 
introduce an extensive and elabo- 
rate campaign heralding the re- 
turn of Elgin watches to retail 
jewelry stores. Production was 
curtailed in 1942, when the com- 
pany converted to production of 
war materials. 


BREADTH OF 


ADVERTISING 


One of the most significant 
Iron Age points of distinction 


More different classes of products are advertised in 
The Iron Age than in other metalworking publications 
of a more specialized nature, and it carries a greater 
total volume of advertising than any other publication 
in the world. Also, The Iron Age, by a clear advantage 
over other metalworking publications in classified 
advertising, presents another yardstick by which its 
leadership can be judged. 
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Over $1 billion worth of metalworking and 


Huge quantities of 
heating apparatus, 


hardware products used in building needed for the 


first full postwar year according to C.E.D. 
THE IRON AGE — metalworking headquarters 


— can help YOU cash in! 


metal parts and fittings, 
lighting fixtures, struc- 


tural steel, metal doors and window frames, 


working . . 
trends and developments. 


Iron Age is so important to them. 


. must keep abreast of current 
That’s why The 


It gives 


plus scores of other hardware items are filling 
order blanks. Many, many different metal- 
working industries will be affected. Like the 
makers of farm machinery, appliances, auto- 
mobiles, and hundreds of other great produc- 
ers these various industries have one thing in 
common — metalworking. 

The key men who specify and buy for these 
industries must have a broad picture of metal- 


them basic facts, news and opinions on metal- 
working . . . keeps therm up to date on new 
materials, services, legislation. 

Top management, purchasing, engineering, 
production — these are the men who turn 
to The Iron Age each week and read it. 

If you have a product or service to sell the 
metalworking industry, put The Iron Age 
at the head of your list. 


THE MARKET 


When a nurse moves, as 
she frequently does, 
R.N., a Journal for 
Nurses, goes with her. 
She regards this maga- 
zine as fundamentally 
vital to her professional 
activity as her uniform. 


She believes in R.N. 
Yearly renewals are 
more than 80 per cent 
among the 100,000 
nurses who receive the 


magazine each month. 


And wherever a nurse 
is located she has with 
her buying power. . 
and the priceless, added 
“Word of Mouth” Fac- 
tor—her proved procliv- 
ity to recommend, to 
suggest, to create sales. 


Alert 
and distributors use this 
additional W/M Factor 
in R.N. When patients 
or friends ask a nurse 
‘“which is best?’’ her 
mind often flicks back to 


manufacturers 


the advertising she reads 
in R.N. And a nurse’s 
word carries plenty of 


weight! 


| R.N., with the added 
| professional W/M Fac- 


| 

. | lor, gives yOu a 100,000- 
| 
| 


REPRESENTATIVES 


ROBERT F. BLAIR 
1016 Guardian Building 
Cleveland 14 


H. K. HOTTENSTEIN 


1134 Otis Building 
Chicago 3 


PEIRCE LEWIS 
7310 Woodward Ave. 
Detroit 2 


R. RAYMOND KAY 
2420 Cheremoya Ave. 
Los Angeles 28 


Franklin 0203 Main 0988 Trinity 1-3120 Rg hood a consumer medium with 
R. M. GIBBS. C. H. OBER B. L. HERMAN P. O. Box 81, Hartford 1 the plus value of author- 


H. E. LEONARD 
100 E. 42d Street 
New York 17 
Murray Hill 5-8600 


Chilton Building 
56th and Chestnut Sts. 
Philadelphia 39 
Sherwood 1424 


THE IRON AGE 


METALWORKING HEADQUARTERS 
A Chilton © Publication 


Hartford 3-1641 


FRED BANNISTER 
967 Farmington Ave., 
West Hartford 7 


814 Park Building 
Pittsburgh 22 
Atlantic 1832 


titative recommenda- 
tions. 


a 


100 East 42nd Street New York 17, N.Y. . 


A JOURNAL FOR NURSES 


RUTHERFORD, NEW JERSEY 
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School Reports 
Growing Interest 


in Business Press 


Syracuse, N. Y., April 2.—A 
growing interest in business 
papers, current today, is reflected 
in the activities of Syracuse Uni- 
versity school of journalism, which 
is mailing letters to publishers, 
editors, and personnel, advertising 
and circulation managers of pub- 
lications in this field seeking in- 
formation for use in training stu- 
dents. 

Laurence R. Campbell, acting 
dean of the university, reports that 
the school of journalism plans to 
make a more active study of busi- 
ness papers and their problems. 
Specifically, he inquires the possi- 
bility of participating in research 
projects, whether modifications 
could be made in the school’s pro- 
grams of professional training, and 
what kind of training is most de- 
sired in beginners. 


Sample style, dummy and in- 
struction sheets, promotional let- 
ters, circulars, office forms and 
application blanks are sought. In- 
formation regarding personnel 
policies, and suggestions from any 
departments of the business paper 
are desired. 


Stress Business Papers 


Purpose of this program, accord- 
ing to Dean Campbell, is to give 
students practical, realistic train- 
ing as beginners in all depart- 
ments of business publications. 

“Right now,” he declares, “in 
our course in magazine editing and 
publishing we stress business 
papers. We urge beginning stu- 
dents, too, to investigate oppor- 
tunities in this field. We are be- 
ginning to have more students who 
are interested in working for busi- 
ness papers.” A series of five let- 
ters addressed to publishers, edi- 
tors, and managers of personnel, 
advertising and circulation depart- 
ments is being mailed to prospec- 
tive papers. Possibilities of em- 
ployment for students graduating 


in April also are investigated. 
Many students wish to know if 
news is basically the same on a 
business publication as a news- 
paper, and if stories written for 
the trade press require about the 
same technique as that employed 
by newspapers, the Dean reports. 


Tums Signs Moorehead 
to Replace ‘Beulah’ 


With the sudden death on March 
21 of Marlin Hurt, star of the 
“Beulah” program on CBS, Lewis- 
Howe Medicine Company, St. 
Louis, the sponsor, has started a 
new program, called the “Agnes 
Moorehead Show” in the Sunday 
8-8:30 p.m., EST, spot for Tums. 

The March 24 broadcast was in 
the form of a memorial to Mr. 
Hurt and the new program started 
March 31. Agency is Roche, 
Williams & Cleary. 


Knollin Enlarges Office 


Knollin Advertising Agency has 
enlarged its San Francisco offices 
by leasing additional space for the 
art and production departments. 


Plans Outdoor Liquor 
Campaign in June 

Old Rose Distributing Company, 
Chicago wholesale liquor house, 
has contracted, through Midland 
Advertising Agency, for an out- 
door advertising program to pro- 
mote Hudson’s Bay Best Procur- 
able Scotch Whisky, Seagram’s 
V. O., Munson G. Shaw’s Imports, 
Fruit Industries’ Constitution Fine 
Wines, and Heublein’s Milshire 
Gin, all of which are exclusive or 
semi-exclusive items with Old 
Rose. 

The campaign will start in June 
and will appear in major locations 
throughout Chicago. 


WBBM Begins Earlier 

Beginning Monday, April 1, 
WBBM, Chicago, is going on the 
air 15 minutes earlier Monday 
through Saturdays at 5:13 am., 
CST. 

Russ Davis, WBBM announcer 
for “The New Country Hour” and 
other early-morning shows, has 
been named farm director of all 
programs dedicated to those in 
rural areas. 


for me...I want it!”’ 


SS 


: Nothing like the HOLIDAY spirit to stir up longings—to 
spark that spending mood—to make people say ‘“That’s 


New cars, clothes, sporting goods, cosmetics and travel 
accommodations . . . money starts rolling when HOLIDAY 
takes hold. 


HOLIDAY is a fresh new magazine, with a spirit of get- 


up-and-do all its own. The HOLIDAY mood is an active 
mood —a Spending mood! 


HOLIDAY, INDEPENDENCE SQUARE, PHILADELPHIA 5, PA. 
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Detroit Cosmetic 
Sales Surveyed 
by ‘Free Press’ 


Detroit, April 3.—Revlon’s 
lipstick and nail polish, Maybelline 
mascara, Max Factor powder base 
and rouge and-Coty face powder 
are shown ‘topping their fields in 
the Detroit area, in “Beauty Is 
Big Business,” new Detroit Free 
Press report on cosmetic sales. 

The report estimates that 1,311,- 
486 cosmetic users in the Detroit 
market area “represent a beauty 
aid and service market of $21,- 
083,776 or 2.6% of the U. S. total 
of approximately $800,000,000.” 

The report, based on a Septem- 
ber, 1945, survey. here, shows 
brand preferences for 12 cos- 
metics, and estimates on cosmetic 
sales trends by the J. L. Hudson 
Company department store and 
Cunningham Drug Stores. 


Revlon Ahead of Chen Yu 


The report shows Revlon lipstick 
garnering 16% of sales divided 
among more than 30 makes. Max 
Factor is second with 10.6% and 
Coty third with 7.3%. More than 
nine of 10 women questioned use 
lipstick. Revlon leads in nail pol- 
ish sales, doing about half the 
business. Chen Yu polish is sec- 
ond, doing a third of the business 
Revlon does, and Coty is third. 

Max Factor is far in the lead 
in sales of pancake make-up, tops 
Coty and about 30 others in rouge 
selling, leads Dubarry in powder 
base sales, and is second to Coty 
in face powder sales. Ponds leads 
in cold cream sales and cleansing 
creams, and Elizabeth Arden leads 
in sales of leg make-up and astrin- 
gents. 


Plans Movies on the Art 
of Selling Yourself 


Dartnell Corporation, Chicago, 

has been given permission by 
James Ti Mangan, Mangan & 
Eckland, Chicago, to make six 
movies based on his discoveries 
and writings pertaining to the art 
of selling yourself. The movies 
will be built around precepts in 
his book “The Knack of Selling 
Yourself.” 
_ The films will be made in Chi- 
cago and distributed to business 
firms for use at employe and sales 
meetings. 


Sattler to Twiss 


The House of J. Hayden Twiss, 
New York, has been appointed to 
handle the advertising of Gustav 
Sattler, New York, manufacturer 
of beauty products. 


Joins ‘Miss America’ 

Thea Tyler, former advertising 
director for Helena Rubenstein, 
and previously fashion director for 
several department stores, has 
joined Miss America as fashion 
and merchandise director. 


FROM THE OUTSIDE 


@ Although Bayonne is within the 
shadow of Metropolitan New York 
you can’t sell it through the big 
city’s newspapers. The Bayonne 
Times had 66% more circulation 
among Bayonne families than all 
New York and Hudson County 
evening newspapers combined. 
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The FBI rips the mask of 
TOP SECRECY from one of the most 
remarkable spy stories of all time! 


Read how the Nazis dispatched a spy to try 
to break our atomic secrets—as early as 1942! 


Read how the spy got into America — with 
the unsuspected assistance of the FBI! 


Read how the FBI tricked this slick and 
slippery Nazi into double-crossing Hitler! 


Read how we duped the Nazis into diverting 
German troops from France to Norway—to 
help pave the way for the Normandy invasion! 


Read the most fantastic espionage story of 
the war — THE Spy WHO DouBLE-CROSSED 
HITLER, by the man who engineered the 
whole hair-trigger deal, J. EDGAR HOOVER. 
In the May American Magazine, out now. 


You Needn’t Be a Spy to Learn This Secret! 


You can see one cf the secrets of The American Magazine’s 
success without even lifting its cover. For the “cover line” 
of every issue announces a newsy article on a subject of im- 
portance to Americans — and you'll find it written by, not 
merely about, the man who helped make the news. 

J. Edgar Hoover’s article in the May issue is another ex- 
ample of what millions of American Magazine readers have 
come to look forward to. 


Watch The American... month after month... for articles 
by men others write about. 


The American Magazine) Where Important People Turn < 


) to Say Important Things 


Fut — Fiction — Feadd - Fun! LOULME 


THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y. 
PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN'S HOME COMPANION 
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W says An Adman 
‘and Till tell you why“ 


, LOOK AT ALL THESE WOMEN — 
fam. 2,100,000 OF THEM BUYING 

TRUE CONFESSIONS. THEY MAKE IT 
THE LARGEST ABC MAGAZINE ON 
AMERICA’S NEWSSTANDS. 


———————————————— 


OF ALL PEOPLE — FIBBER MCGEE 
AND MOLLY! YOU MEET EVERY- 


ONE SOONER OR LATER IN THE 
PAGES OF TRUE CONFESSIONS. 


| ASKED A LOT OF WOMEN WHY THEY LIKE EVERY ISSUE OF TRUE CONFESSIONS. THEIR 
ANSWERS FELL INTO TWO GENERAL CATEGORIES: 


£.. 
"1 LIKE THE WARM HUMAN QUALITY OF TRUE CONFESSIONS STORIES. TRUE CONFESSIONS SOLVES EVERYDAY 
YOU REALLY KNOW THAT THE STORIES HAPPENED TO REAL PEOPLE. : PROBLEMS FOR ME. LOTS OF THE 
| OFTEN THINK | CAN HEAR THE STORY TALK, IT’S SO BELIEV- STORIES DEAL WITH TROUBLES 


ABLE. TRUE CONFESSIONS GOES STRAIGHT TO YOUR HEART. ” ss epetininoisy 
oi ME AvoID MisTAKES. ” 
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YDAY 
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ontessions 


Bought at Newsstands by more than 2,100,000 


women a month for the living service it gives. 


Fawcett Publications, Inc., 295 Madison Ave., New York 17, N. Y. 
World's Largest Publishers of Monthly Magazines 
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Air Transport 
Group Expands 
Ad Program 


New York, April 2.— With the 
addition this month of Cosmopoli- 
tan and National Geographic, ef- 
fective with July issues, Air 
Transport Association of America, 
Washington, will expand its an- 
nual advertising expenditure about 
15%, in the second half of this 
year. 

General magazines on the sched- 
ule already include Collier’s, 
Newsweek, The Saturday Evening 
Post, Time and United States 
News. Business papers also ‘are 
scheduled. ATAA’s annual expen- 
diture, through Erwin, Wasey & 
Co., New York, is now about 
$650,000. 

Robert S. Wood, until recently 
news director for CBS in Wash- 
ington, has been appointed radio 
director of the association, to work 
with directors and commentators. 


Manning Forms Agency 


_. Warren Manning, formerly art 
director for Men’s Wear, has 
formed his own agency, Manning 
Advertising, at 156 W. 44th St., 
New York, to specialize in men’s 
wear accounts. 


Sorenson Joins Coleman 


Orlee W. Sorenson, formerly 
with Fielder, Sorenson & Davis, 
San Francisco, has joined the San 
Francisco office of W. F. Coleman 
ow magazine representa- 
ive. 


ABC Names Surles 


Larry Surles, account executive 
of the cooperative program de- 
partment of the American Broad- 
casting Company, and previously 
with WFBR, Baltimore, has been 
named sales manager of the net- 
work’s co-op division. 


D-F-S Appoints Mitchell 
Frederick A. Mitchell, recently 
released from the Army and be- 
fore that research manager of 
Blackett - Sample - Hummert, has 


Sundays at | p. m. 


on ABC, all 


Harvel agency in New York. 


HARVEL IS HAPPY—After the first broadcast of "The Cliff Edwards Show," 
concerned seem well pleased. Left to right, 
Charles Palmer, ABC account executive; Cliff Edwards; Henry Harteveldt, presi- 
dent of Harvel Watch Co., the sponsor, and Al Lewin of A. W. Lewin Co., 


been appointed head of the re- 
search department of Dancer- 
Fitzgerald - Sample, 
succeeds Marie Vaughn, who re- 


Chicago. He 


signed following her recent mar- 
riage to George M. Crowson, as- 
sistant to the president of the IIli- 
nois Central Railroad. 
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MINNESOTA POLL* checks cosmetic market and 
buying habits among state’s 735,000 families. 
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> COSMETIC USE BY AGE GROUPS 
O POWDER? 81% 9% 21-29 30-39 40-49 50-59 Over 60 
LIPSTICK? 63% 11% 
ROUGE? 63% 13% 90% Lipstick 
CLEANSING CREAM? 49% 9% Powder 
FOUNDATION CREAM? 34% 8% sates 
NAIL POLISH? 33% 20% 70% 
NIGHT CREAM? 28% 1% 60% Rouge 
ALL PURPOSE CREAM? 23% 7% Cleansing 
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WHERE DO YOU BUY YOUR COSMETICS? ens Nail 
48 % Drug Store 31% Department Store 40% Folish 
30% 5 & lO or VarietyStore 4% Other 30% ees 

4% House to house sales 1% Grocery Stove , een ee a aS MR 
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‘Ethical’ Drugs 
Lead American 


Home’s Sales 


New York, April 3.— Adver- 
tising and sales promotion by 
American Home Products Corpo- 
ration “will be increased to the 
highest level in the company’s his- 
tory under 1946 budgets,” Alvin G. 
Brush, chairman of the board, has 
informed stockholders in his an- 
nual report. 

American Home and its divisions 
and subsidiaries last year had ag- 
gregate sales of $116,089,296, up 
13.4% over 1944 sales. A break- 
down of the sales shows that eth- 
ical drugs accounted for 33%, 
foods for 25%, packaged drugs 
22%, household products 12%, cos- 
metics 4% and chemicals, colors 
and dyes 4%. About 16% of all 
sales was for export and by for- 
eign branches. 


New Products Introduced 


The company will spend from 
$10,000,000 to $15,000,000 to im- 
prove manufacturing facilities. Mr. 
Brush reported that research ac- 
tivities last year were “again ex- 
panded,” with expenditures nearly 
double those of 1944. The greatest 
of these increases was in the eth- 
ical drug field, resulting in de- 
velopment and _ introduction of 
several new penitillin products. 
Other new products include Old 
English powdered cleaner, and 
DDT insecticide has been added 
to several of the insecticides made 
by the American Home subsidiary, 
Boyle-Midway, Inc. 

Brush also reported the licensing 
for 10 years of a new “process de- 
veloped by Clarence Birdseye for 
the production of anhydrous 
foods.” The process permits de- 
hydration of fruits and vegetables 
in 90 minutes (AA, Nov. 19, ’45). 


Johnston to Publish 


‘Smart Traveler’ 


Glenn Johnston, for the past 
four years a sales executive of 
Pocket Books, Inc., New York, is 
readying first issues of Smart 
Traveler, national 25 cent travel 
magazine to appear on newsstands 
in the early summer. He will be 
president and publisher of the 
magazine, temporarily located at 
90 West St., New York. He was 
formerly newsstand sales manager 
for International Magazine Com- 
pany, secretary and treasurer of 
Screenland, and president of As- 
sociated Distributing Corporation, 
New York. 

Smart Traveler, first conceived 
in 1940 but held up during the 
war, will have a four-color cover 
and 96 or more pages. First press 
run will be 150,000 copies. The 
magazine will contain information 
for both budget and more expen- 
sive trips. 


Named Publicity Head 


Al Turner, formerly director of 
publicity and advertising for the 
Stevens Hotel, Chicago, has been 
appointed to the same position for 
the Hotel Continental, Chicago. 


ELEMENTARY 


Oil in the ground keeps a specialized group 
of petroleum people busy getting it out. . . 
produced, in other words. The Or. WEEKLY 
is specialized for this group of producers. 

Oil that goes to market in a variety of 
guises keeps another specialized group of 
petroleum people busy getting it processed 
. .. in short, refined. PETROLEUM REFINER 
is specialized for this group of refiners. 

If you are looking for top coverage of 
either of these world-wide groups, study 
carefully paragraph 10 of all the ABC 
statements in the oil field. 


The Gulf Publishing Company 
Houston New York Cleveland 
Chicago Tulsa Los Angeles 
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Frozen Pastry 


Franchises Go 
Like Hot Cakes 


Rapid Expansion 
Marks Development 
of Frigid Dough 


Oak Park, Ill., April 2.—Home- 
baked bread and pastries, fast be- 
coming one of the American 
housewife’s “lost arts,’ may be 
due for early rejuvenation. 

That, at least, is the opinion of 
market-wise observers who have 
witnessed the mushroom - growth 
of American Frigid Dough Com- 
pany, producer of frozen pastries 
and bakery products. In six 
months 11 franchises have been 
granted by the company covering 
markets from coast to coast, and 
at this writing, three tentative 
franchises are under consideration 
for Alabama-Georgia, Seattle and 
Portland, and the rich Pittsburgh- 
Philadelphia-New York region. 

Starting production this week is 
Frigid Dough of Michigan, at Sagi- 
naw, serving all Michigan and 
northern Indiana. This makes a 
total of five markets where actual 
production is under way, accord- 
ing to Marvin R. Polkow, vice- 
president of the parent organiza- 
tion in charge of advertising, sales 
and distribution. Other outlets 
now in operation include the 
Frozen Bake Company, Dallas, and 
Frigid Dough Company of Texas, 
at Houston, covering northern and 
southern Texas respectively, and 
Fred W. Albrecht Grocery Com- 
pany, Akron, covering Ohio and 
parts of Kentucky and West Vir- 
ginia. The parent concern in Oak 
Park serves Chicago and suburbs 
within a radius of 50 miles. 


More Franchises 


Franchises already granted, but 
where production is not yet under 
way, include northern and south- 
ern California; Wisconsin; Massa- 


Cheste"> a 


STANDS 
ALONE! 


Ask any of its citizens... 
insinuate that it’s a part of 
any other community .. . 
you'll quickly discover a HOME- 
TOWN feeling just as rabid as 
if it was situated 500 miles 
from the nearest other city. 


Talk to its merchants, who 
are possessed of a goods-mov- 
ing ability found in few com- 
munities. Compare its newspa- 
per with those of similar sized 
cities . . . for circulation, lin- 
age, for HOMETOWN news and 
features. Attend one of its in- 
numerable civic and _ sporting 
events, with attendance many 
times approaching 10,000. 


Here, indeed, is a HOME- 
TOWN that definitely is dis- 
tinct from any other, one that 
deserves as much consideration 
in preparing a schedule as any 
85,000 market. 


Alfred G. Hill, Publisher 
Chauncey L. Eanes, General Manager 
Don McKay, Local Advertising Manager 


—— Represented Nationally by —— 
STORY, BROOKS & FINLEY 


chusetts; Connecticut and Rhode 
Island; Louisiana and the coastal 
region of Mississippi; a 50-mile 
area surrounding Davenport, Mo- 
line and Rock Island, Ill., and an 
area of 80 miles around St. Louis, 
extending into western Illinois. 
For security reasons Mr. Polkow 
said he did not wish to release 
identity of these latter organiza- 
tions until actual production gets 
under way. 

All franchises are on a contrac- 
tual basis with no capital invest- 
ment on the part of the parent 


company. Contracts provide that 
American Frigid Dough will re- 
ceive a 2% royalty on gross sales, 
and supply advertising material to 
its affiliates. Franchises granted 
to date, according to Mr. Polkow, 
were unsolicited. 

“We don’t want franchises too 
fast,” he said, “until we can train 
men to supervise the introduction 
of our methods and recipes to new 
licensees. The current shortage of 
both labor and materials such as 
sugar and shortening make this 
advisable.” 


No national advertising is con- 
templated at present until a na- 
tional market is established, but 
spot ads from newspaper mats will 
carry the message of local markets. 
Advertisements of this type will 
appear in Dallas papers either this 
week or next, Mr. Poklow re- 
vealed. 


Distribution in Frozen Food Outlets 


Distribution at present is made 
through established frozen food 
distributors. Prices are based on 
those of regular bakery-baked 
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products sold through Pearson’s, 
Inc., smart, premium-priced Oak 
Park bakery where this growing 
business originated a little over a 
year ago following eight years of 
research. Frozen pies, for ex- 
ample, are 85 cents, but Mr. Pok- 
low predicts that prices eventually 
will drop. 

Most popular forms of Frigid 
Dough today are cloverleaf, Par- 
ker House and cinnamon rolls. 
Products have been selling at the 
rate of $12,000 per month in a new 
Oak Park store selling only frozen 


| * 
DON’T DISAPPOINT THE FOLKS OUTSIDE 


on the Pacific Coast, erther! 


*Approximately half the retail sales on the Pacific Coast are made outside the 


counties in which Los Angeles, San Francisco, Oakland, San Diego, Portland, 


Seattle and Spokane are located — only Don Lee covers the OUTSIDE as well as the 


INSIDE half ...a C. E. Hooper 276,019 coincidental telephone survey proves if. 


Let those Pacific Coast outsiders in on your 
radio show—they spend 4 of the total 8 bil- 
lions in Pacific Coast retail sales each year. 
Put your radio message on Don Lee, the 
only network that can bring it to them. 

All networks cover the inside 50% popu- 
lation, but only Don Lee has enough stations 
to cover the outside 50% also, which ac- 
counts for half of the money spent. For 
geographic reasons, it takes a great many 


on-the-spot stations to cover all the import- 


ant Pacific Coast markets. Don Lee has 39 
stations—the other three networks have only 
28 stations combined. What’s more, Don Lee 
stations are so strategically located that more 
than g out of every 10 radio families on the 
Pacific Coast live within 25 miles of a Don 
Lee station. 

To sell the 4:g and prosperous Pacific 
Coast by radio, use Don Lee, the only net- 
work b/g enough to cover both money-spend- 


ing halves, the ¢nside and oulside,completely. 


* 
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pastries, and in other nearby re- 
tail outlets, which include Mar- 
shall Field & Co. Although ingredi- 
ents and equipment used are not 
patentable, name and trademark 
are registered. The line includes 
some 30 pastry items, and all sub- 
sidiary companies use trademarked 
packages developed by Container 
Corporation of America and Mara- 
thon Paper Co., Menasha, Wis. 
This thriving young business 
was started by E. Gordon Male, a 
40-year-old ex-baker who was 
first employed by Pearson’s 18 


years ago. Ten years later he 
bought the bakery, and today is 
president of the company. Mr. 
Male foresees a time when his 
methods will enable bakers to save 
time and avoid losses in stale mer- 
chandise by mixing dough in large 
quantities and storing it for future 
use. 

Rogers & Smith, Chicago, has 
the account. 


Issues Rate Card 


Rates for Young America 
Teacher, first issue of which ap- 


peared in March, are $120 per 
page one time, based on an an- 
ticipated circulation of 25,000 
within the next 12 months. No 
tobacco or liquor advertisements 
will be accepted. 


Offers New Book Match 


Personalized Match Company, 
Chicago, has instituted an unusual 
direct mail book match service for 
advertisers. Every month for 12 
months, a box of 50 or 100 book 
matches with names or initials 
imprinted in silver or gold, will 
be mailed out to a selected list of 


customers or prospects. Addressed 
mailing stickers are furnished by 
the client, while the match com- 
pany handles mailing and pays the 
postage. Cost of the service is 
estimated at less than five cents 
per day. 


Russell to ‘Mr. Foster’ 


Kathleen Russell, who recently 
returned from 15 months’ pub- 
licity and public relations work 
with the USO in Trinidad, has 
been appointed publicity director 
for Ask Mr. Foster Travel Serv- 
ice, New York. 
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"BROADCASTING SYSTEM 


THOMAS S.LEE, President 


LEWIS ALLEN WEISS, Vice-Pres. & Gen. Mgr. 
SYDNEY GAYNOR, General Sales Manager 
5515 MELROSE AVE.,HOLLYWOOD 38,CAL. 
Represented Nationally by John Blair & Co. 
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Looking for a good test 
market — a steady, rich, re- 
sponsive market? You need 
look no farther; Akron offers 
all four qualifications! And 
best of all, there is a sure, 
economical way to reach this 
market—through the Beacon 
Journal, Akron's only daily 
and Sunday newspaper. 


In the Akron Market there 
are 117,526 occupied dwell- 
ing units. The daily circula- 
tion of the Beacon Journal 
in the Akron City and Retail 
Trading Zones is 117,785. 
You can't beat that kind of 


coverage. 
When planning your next 
sales promotion, remember 


this unbeatable combination: 
Akron, the All-Star Market 
...Beacon Journal, the ideal 
medium. 


JOHN S. KNIGHT, Publisher 


Represented by: 
STORY, BROOKS & FINLEY 


New York 
Cleveland 


Philadelphia 
Los Angeles 


Chicago 
Atlanta 
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Get Set for Selling, 
Commerce Warns Business 

Washington, April 4.—Executives 
of the Department of Commerce 
are making it a point these days 
to urge business men to take im- 
mediate steps to build their sales 
and advertising organizations, even 
if they are currently operating in 
a seller’s market. 

For example, Al Browning, di- 
rector of the Office of Domestic 


By STANLEY E. COHEN, Washington Editor. 


Commerce, warns that the time is 
coming when only a “hard and 
skilful merchandising job will 
maintain or increase the volume of 
business.” 

“When real softening of markets 
sets in,” Mr. Browning says, “those 
merchants who have strong, keen, 
sales and merchandising organiza- 
tions are going to find themselves 
in excellent positions. 

“You cannot train a good sales 
person in a week or a month,” he 


warns. “The best insurance you 
can take out for the future is to 
start right now to train your sales 
and merchandising staffs for the 
‘D’ Day that will mark the end of 
easy selling.” 

* * * 

Housing Boss Wilson Wyatt, who 
has made a strong impression here, 
is rated a good chance of “writing 
his own ticket” in the Senate. 
With tremendous support coming 
in to support his program, Mr. 
Wyatt cleared a Senate banking 
and currency subcommittee—sub- 
sidies, ceilings, market guarantees, 
et al. There’s a floor fight and con- 
ference committee still ahead. 

* * 7 

It must be difficult for OPA ex- 
ecutives to concentrate on their 
softball this spring, what with 
John L. Lewis around, and Con- 


gress acting up. In a hectic session 
at the Bowles home in nearby Vir- 
ginia last Sunday, OPA Chief Paul 
Porter broke a foot bone chasing 
a fly, and Chet Bowles stopped a 
pop-up with his right eye. 

* * * 


Washington’s Statler Hotel ap- 
parently feels sheepish about the 
number of conventions in town at 
a time when visitors are still be- 
ing turned away from the registra- 
tion desks. Members of the Ameri- 
can Public Relations Association 
were asked to cooperate with the 
Statler’s own public relations pro- 
gram by not wearing convention 
badges in the lobby. 

i‘ * * 


Leveling off of radio time sales 
during 1945 was reflected by FCC 
figures showing that 35 of 53 50,- 
000-watt stations registered total 


THE NATION’S MOST INVITING 


““MORE-FOR-YOU”’ MARKET! 


To Buy Your Products: Contrary to expert predictions, 


population of the Washington (D. C.) Market is greater today than even during the 
war. A population slump, expected to take place at. war’s end, did not materialize. Ac- 
cording to latest estimates based on Census Bureau findings released in February, pop- 
ulation of the Washington Metropolitan Area as of December, 1945, was 1,361,000— 


111,000 higher than had been forecast for that period, and 11,000 higher nm 
predicted for 1950! period, gher than 1 


On Hand Now to Pay for Them: Washington people have 


more money in the bank—ready and waiting to purchase good products—than ever be- 
fore. On December 31, 1945, demand deposits in banks.of the District of Columbia alone 
were $1,060,000,000. Banks of nearby Maryland and Virginia counties and commun- 
ties held many millions more—the greater portion of which will be spent in the popular 
retail outlets of the Nation’s Capital. 


More Circulation 


To Help You Get Your Share: The circulation curves of 


The Evening.and Sunday Star have paralleled population in their steady upward climb. 
Since 1940 circulation of The Evening Star has increased 40.8%, The Sunday Star 
44.5%. Net paid circulation in January, 1946 was 212,000 Evening and 225,982 Sunday 
—concentrated 96% within the A.B.C. retail trading zone. Your message will be de- 
livered to more homes in the Washington Market in The Star than in any other news- 
paper—morning, evening, all day or Sunday. 


“they buy it. 
when it’s advertised 
in The Star... .” 


NEW YORK © DAN A. CARROLL 


© CHICAGO @ J. E. LUTZ 
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time sale increases of less than 
$100. Over-all sales for the 50,000- 
watters went up $2,350,000 to $60,- 
981,196, with one station gaining 
more than $500,000, four others 
gaining $100,000 to $300,000 and 13 
stations reporting losses of $300 to 
$221,664. 
* * & 

Assistant Secretary of State Bill 
Benton remains deadlocked with 
the House rules committee, hold- 
ing up approval of the program to 
give the world “a full and fair pic- 
ture of American life.” In doing 
the job, Mr. Benton promises “to 
follow the path of the objective 
reporter, not the advertiser or pub- 
licist.” His program, including 400 
hours weekly of broadcasts in 24 
languages, would cost “less than 
Procter & Gamble spends on do- 
mestic radio.” 

* * * 

The “back to college” movement 
among returning servicemen will 
be under way in full blast this fall, 
Reconversion Chief John Snyder 
believes. Although only 167,000 
veterans were getting G.I. bill edu- 
cational benefits at the end of Feb- 
ruary, a pilot study shows that 
86,000 to 120,000 may wish to en- 
roll in California universities alone 
this fall, and that the colleges will 
have housing for only about a 
third of those applying. 

co * * 


As Congress bristled with the 
news that Gimbels had obtained 
600 surplus army trucks to sell, 
Surplus Property Chief E. B. Greg- 
ory noted that automotive sales to 
veterans jumped 40% to $11,100,- 
000 in February. Veterans obtained 
30% of the total consumer sur- 
pluses sold in February, compared 
with 9% in November, Gen. Greg- 
ory said. 


Hollywood Agency Gets 
Four New Accounts 


Smith, Bull & McCreery, Holly- 
wood, has been appointed by 
Columbia Laboratories, manufac- 


tions; Warner Brothers’ radio sta- 
tion KFWB; Custom-Craft of Cali- 
fornia, furniture manufacturer, 
and Western Harness Racing As- 
sociation to handle their advertis- 
ing. Radio and visual advertising 
will be used by each. 

The agency also announced that 
increased time and space has been 
purchased for a new national Sea- 
board Finance Company campaign. 


Vanderwarker to B&B 


Gordon Vanderwarker, formerly 
with American Broadcasting Com- 
pany and prior to that with Na- 
tional Broadcasting Company, has 
joined the media department of 
Benton & Bowles, New York, as a 
time buyer. 


Ketcham Retires 


Edward C. Ketcham, a_ vice- 
president and director of Grosset 
& Dunlap, New York publisher, 
has resigned after an association 
of nearly 35 years with the com- 
pany. Mr. Ketcham entered pub- 
lishing in 1896 when he joined D. 
Appleton & Co. Ten years later he 
joined Bobbs-Merrill, leaving to 
join Grosset & Dunlap in 1912. 


Wildroot on ABC Pacific 


The Wildroot Company, Buffalo, 
on April 16 starts sponsorship of 
“Dark Venture,’ psychological 
drama program, on the Pacific 
Coast network of the American 
Broadcasting Company, Tuesday, 
8:30-9 p.m., PST. The 52-week 
contract gives Wildroot the option 
to present the series on a coast-to- 
coast network. Agency is Batten, 
Barton, Durstine & Osborn, Buf- 
falo. 


KBS Adds Seven Stations 


Keystone Broadcasting System 
has added the following affiliates: 
WHTB, Talladega, Ala.; Z, 
Oil City, Pa.; WMAJ, State Col- 
lege, Pa.; WDAD, Indiana, Pa.; 
KGVL, Greenville, Tex.; WPUV, 
Pulaski, Va., and KWLK, Long- 
view, Wash. These new affiliates 
bring KBS’ total to 211, of which 


206 are in single station .markets. 
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Never Underestimate the Power of a Woman! 


Nor the power of the magazine that 


attracts more women than 


any other magazine in the world. 


"JOURNAL 
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SERVING YOUTH—The zing of youth 
is captured in this illustration, by Gil- 
bert Darling, which will appear with 
appropriate caption, full-color, in the 
May issue of Seventeen, advertising 
June Bentley clothes, one of three 
lines of junior misses’ wear made by 
Rhea Mfg. Co., Milwaukee. 


Junior Dresses 
by Rhea Stress 
‘Whistle Bait’ 


Milwaukee, April 2.—Rhea Mfg. 
Company, one of the largest manu- 
facturers of junior misses’ sports- 
wear in the country, is operating 
on a 50% increased advertising 
budget this year, and will begin 
using half-pages in Life starting 
in June. 

In promoting its three lines of 
clothing for teen-agers—June 
Bentley Jr., Joan Miller Jr. 
and junior sportswear by Petti— 
the company will continue to use 
ads in Charm, Glamour, Junior 
Harpers, Mademoiselle and Seven- 
teen. Local advertising support 
will be through tie-in newspaper 
mats, radio continuity, fashion 
photographs and giant blowups for 
window and interior display pur- 
poses. 

Claiming unusual success for 
these methods, Mrs. Charles Helli- 
well, Rhea advertising director, 
says she receives more than 500 
clippings weekly of newspaper ads 
placed by stores using the Rhea 
mat service. The company is cele- 
brating its 25th anniversary this 
year, she said. 


Copy and continuity aimed at} 


teen-agers is peppered with 
phrases such as “whistle bait,” 
“mad plaids,” “solid senders,” and 


The on-the-spot advertiser and 

his agency should know how 
best to reach a market's buying 
power. That's why it’s significant 
that: 
Of the nearly 1,000,000 lines of 
1945 general advertising placed 

direct in Buffalo, or by Western New 
York or neighboring Canadian ad- 
vertising agencies, 53.7%. appeared 
in the Courier-Express. 

Whether your advertising ap- 
peals to men, or to women, or 
to both — 


Belvir Spr. 


Buffalo's Only 
Morning and Sunday Newspaper 


“out of this world appeal.” In 
keeping with this policy, youth is 
stressed throughout the organiza- 
tion. Designers, many of them 
graduates of designing courses at 
St. Louis University, range in age 
from 19 to 21. Average age of 
executives is 34. 

Abbott Kimball Company, Chi- 
cago, handles the account. 


Blair Renames Dept. 
As a result of a contest held 
among members of John Blair & 


radio stations, Chicago, the pro- 
motion department, so called since 
1941, has been renamed the “sales 
development department.” Con- 
test winners were Ward Ingrim of 
the Chicago office and J. Schuyler 
Ensell of the New York office, 
both of whom were paid off with a 
bottle of Scotch. 


Starts Florida Daily 


The Winter Haven Daily News, 
Winter Haven, Fla., to be issued 
Sunday morning and every after- 
noon except Saturday, began pub- 


is owned by the Winter Haven 
Publishing Company, composed of 
local citizens. R. H. Fackelman 
and F. N. Conybear have been 
named general manager and ad- 
vertising manager, respectively. 


New Presses for ‘Time’ 


Time, Inc., has signed a contract 
with Joshua Hendy Iron Works, 
San Francisco, for the manufac- 
ture of three full-color rotary off- 
set printing presses. First unit will 
be completed this fall, with de- 
livery on the other two to follow 
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Connecticut Unit 
Expands Effort 


to South America 

Hartford, Conn., April 2.—Con- 
necticut’s promotional campaign to 
aid its manufacturers has been ex- 
tended to Latin America, through 
the Connecticut State Develop- 
ment Commission. 

A long-range program, it is de- 
signed to make the stamp, “Made 


Co., national representative of!lication April 2. The new paper 


before the end of the year. 


in Connecticut,” 


a by-word in 
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N the first nine weeks of 1946 the 
mills reporting to the Book Paper Manufacturers’ Associa- 
tion produced printing area at a rate exceeding that of any 
other year. 

This fact is made evident by the diagram which shows 
the rate of production of the reporting mills in their most 
productive years. The diagram discloses the fact that in 
1941 the production of these mills equalled 98.5% of 
rated capacity, and that in the first nine weeks of 1946 
production equalled 98% of rated capacity. 

However, the basis weights specified on 1946 orders are 
appreciably below the average of 1941; and, therefore, the 
tonnage production of 1946 represents a greater area of 
book paper than has ever before been manufactured by 
these mills. 

The combined production of these mills is a little more 
than 80% of the total national production of book paper 
reported by the United States Bureau of the Census. 


Relationship of Production and Demand 


Currently, merchandisers whose procedures were dis- 
rupted by war are striving to equip themselves with the 
booklets, folders, and packages that are required to pre- 
sent merchandise to a product-hungry civilian market. 
Simultaneously, publishers of books and magazines are 
striving to satisfy the demands of a public that is uncom- 
monly eager to read. 

Thus, all classes of consumers of paper and the printers 
and convertors that serve them perceive unprecedented 
opportunities to be capitalized through the use of paper — 
and all seek to capitalize the opportunities. 

The capitalization of such opportunities is a proper and 
worthy objective; yet it is one that warrants realistic con- 
templation of the facts pertaining to the production of 
paper. 

The present capacity of the book paper manufacturing 
industry was developed to fill the pre-war demands of con- 


The FACTS 


sumers of paper. The development was optimistic; pre-war 
demand rarely equalled 80% of rated capacity. The margin 
of capacity that was normally unused is now employed, 
and consumers of paper are being served with more print- 
ing area than they ever received in any other year. In con- 
sequence, the publishing, printing, and converting indus- 
tries are enjoying boom levels of productivity and profit. 

When these circumstances are viewed in proper per- 
spective, the commonly used term “paper shortage” can 
be accurately evaluated. Paper production has not dropped 
from its norm, but has risen appreciably above it. The 
“shortage” persists because consumers of paper seek to 
capitalize their opportunities beyond the limits of the pro- 
duction facilities that their earlier demands brought into 
being. 


The Effect of Withdrawals 


In recent months, book paper mills have been acquired 
by new owners, and a major part of the production of 
those mills has been withdrawn from the commercial 
market. 

Obviously, those withdrawals were grave events to the 
consumers of paper that had elected to rely on those mills; 
but the overall effect of the withdrawals has been over- 
estimated. 

The withdrawn tonnage is but a minuscule percentage 
of the industry’s total production. Were the current de- 
mand equal to the demand of 1937, 1938, 1939, or 1940, 
the withdrawn tonnage would not be missed, for the indus- 
try could supply it, yet have capacity to spare. 


The Immediate Prospects 


The immediate prospects are unfavorable. America’s 
material inventories were consumed during the war, and 
economic disruptions have precluded accumulation of new 
inventories. The paper industry suffers, along with all 
other industries, from the effect of these conditions. 
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Central and South America, and to 
promote cultural as well as mar- 
keting relations, according to 
Frederick P. Grimley, director of 
the commission’s international di- 
vision. 

A 150-page directory is being 
prepared by the organization’s In- 
ter American Center, which will 
list “everything exportable” manu- 
factured by more than 500 Con- 
necticut companies. It will be 
printed in Spanish and Portuguese. 

Radio, motion pictures and news 
publications will also be used in 


on ae ae 


the campaign to build the South 
American market. 


‘Aida’ Wins Texas Co. 


Met Opera Listener Poll 


More than 123,000 listeners of 
the Metropolitan Opera broadcasts 
Saturday afternoons on ABC 
voted for their favorite works in 
an “opera preference ballot,” con- 
ducted by the Texas Company, 
New York, sponsor of the pro- 
grams, and the Metropolitan Opera 
Guild. The winning six operas, to 
be heard during the 1946-47 sea- 


o 


son, ‘are “Aida,” “Carmen,” “La 
Traviata,” “Haensel und Gretel,” 
“Boris Godunoff,” and “Der Ros- 
enkavalier.” 

The poll of the radio public, the 
first of its kind by the guild or the 
sponsor, allowed six votes per 
voter from a list of 46 operas, 
some standard and some heard less 
frequently. 


R. B. Davis Promotes 

R. B. Davis Sales Company, Ho- 
boken, N. J., has promoted Earl D. 
Johnson from western sales man- 
ager, Chicago division, to general 


sales manager, with headquarters 
in Hoboken. H. G. Goeckel, New 
York metropolitan salesman, has 
been promoted to assistant divi- 
sion sales manager of the Hoboken 
division. 


Advances Greer 

Norman Greer, who joined Cos- 
metic & Drug Preview, New York, 
last October as advertising man- 
ager, has been named business 
manager as well. Mr. Greer was 
formerly with the St. Louis Globe 
Democrat and the Milwaukee 
Journal. 
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Lacking the cushion of inventories, producers of pulps, 
clays, and other essential materials ship as rapidly as they 
can produce; and paper mills, lacking inventories of 
materials, must receive an unbroken sequence of ship- 
ments or must shut down machines. Such a hand-to- 
mouth operation is susceptible to interruption at any time 
that the material flow is obstructed by fires, floods, or 
strikes in the supplying plants or on transporting systems. 


How is Book Paper Being Distributed ? 


S. D. Warren Company is allotting its production to its 
merchants, and to customers of record, in proportion to 
pre-war purchases. Similarly, Warren merchants are striv- 
ing to proportion the tonnage that they receive. 

This procedure is prompted by a normal human desire 
to fulfill obligations to customers that sustained the 
Warren Company and its merchants in pre-war competi- 


about Book Paper 


PRODUCTION and DEMAND 


In addition, the supply of materials is shrinking. 

Foreign pulp producers state that they will not ship 
while present ceiling prices apply; shipments of casein (an 
adhesive for coated paper) have been diverted by Argen- 
tine producers, who object to present ceilings. Tapioca, a 
source of starch adhesives, comes largely from Java and 
shipments are few. The flow of cornstarch, which is pro- 
duced in the United States, has been obstructed by the 
ceiling prices on corn. 

Paper mills are striving to find substitutes for these 
standard adhesives, and in consequence, qualities of 
coated paper are not uniform, and the production of 
coated paper may shrink. 


The Long-time Prospects ? 


The long-time prospects are favorable. The mills of the 
book paper industry have earmarked large sums for invest- 
ment in equipment to increase production. Currently, 
these sums cannot be spent, because recent disruptions in 
the production of steel and electrical equipment have de- 
layed all improvement programs. It is the purpose of paper 
mills to speed the installation of new equipment, but the 
timing of the accomplishment will be determined by the 
capacities of the manufacturers of metal products and 
electrical devices. 


When Will Production Equal Demand? 


Obviously, nobody can answer this question with assur- 
ance, for nobody can foretell the persistence of the 
current demand or the speed with which productive facili- 
ties can be expanded. An answer can be only an opinion, 
and opinions vary. 

An appreciable proportion of book paper producers 
believe that if demand continues at present levels the in- 
dustry’s expansion may raise production to the level of 


- demand by the end of 1947 or early in 1948. The Warren 


Company subscribes to this opinion. 


tive periods, and by the conviction that the steadfast cus- 
tomers of the pre-war period will again be the most likely 
sources of orders when competitive conditions return. 

S. D. Warren Company is not a qualified authority on 
the distributing methods of other mills; it can speak only 
for itself. However, it seems probable that all thoughtful 
business men regard their steadfast customers as fheir best 
future prospects, and that allotments are influenced by 
that expectation. 


Would Governmental Allocation Help ? 


Governmental allocation could not increase paper pro- 
duction. It could only reduce the demand by designating 
which needs should be served and which needs should be 
ignored. 

The procedure could be advantageous to consumers 
that normally elected to shop their orders, rather than to 
establish regular sources of supply. 

The procedure would be disadvantageous to all con- 
sumers of paper that have maintained long standing rela- 
tionships with suppliers of their choice; for it would 
disrupt their relationships and require them to take their 
place in the priority line. 


[BETTER PAPER BETTER PRINTING | 
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Printing Papers 


Ss. D. WARREN COMPANY 
*$89 BROAD STREET 
Boston I 
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Younkers, Kern‘s 
Prove a Point: 


Nylons Do Sell 


Chicago, April 2.—Kern’s de- 
partment store in Detroit and 
Younker’s in Des Moines have 
each proved a point few adver- 
tisers would now doubt: a single 
ad in a single newspaper will 
draw a terrific response, if an offer 
of a single pair of nylon stockings 
is involved. 

Of the two ads, Kern’s in the 
Detroit News drew the heavier 
mail—250,000 letters in two days. 
The attraction was a plan by the 
store to sell nylons on the basis 
of a daily drawing of 600 signed 
entry blanks clipped from the ads. 
The ad took priority over the 
headlines; newsboys shouted about 
it on the street corners. 


Offered Rayons, Too 


Although Younker’s ad drew 
only 62,500 replies, its success was 
equally great considering other 
factors. The 20-inch insertion ran 
only in the city edition of the Des 
Moines Register. 

Younker’s plan simply asked for 
information as to whether the 
customer was a cash or charge 
patron of the store. Charge cus- 
tomers were told that their stock- 
ings would be delivered and cash 
clients were told they would be 
notified when they could pick up 
their stockings. Younkers included 
an option of two pairs of rayon 
stockings instead of one pair of 
nylons in its offer. 


Stromberg Ups Baldwin 


N. W. Baldwin, with Stromberg- 
Carlson Company contacting 
armed forces communications 
equipment procurement officers in 
Chicago, Dayton, and Philadelphia, 
for the past five years, and for 25 
years before that vice-president 
and general manager of Strom- 
berg-Carlson Company, Toronto, 
has been named telephone sales 
manager in the company’s home 
office, Rochester, N. Y. In this 
position, he will supervise sales in 
the territory embracing every- 
thing east of the Mississippi ex- 
cept Illinois, Indiana, and Michi- 
gan. 


To Moore & Hamm 

East Coast Air Lines, New York, 
has appointed Moore & Hamm, 
Inc., New York, to handle its ad- 
vertising. Newspapers will be 
used. 


GET THE 
CLIPPINGS — 


News Items—Publicity 
—Retail Dealer Ads— 
Editorials. We read 
5,000 Newspapers and 
Magazines. Each Clip 
Mounted on Slip 
Showing Name—Date 
—Circulation of Pub- 


lication 


PRESS CLIPPING BUREAU 
165 Church Street, N.Y.C. 7, N.Y. 
BArctay 7-5371 : 
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32 
Three Start PR Firm 


Bernard LeRoy, formerly with 
the Philadelphia Record and re- 
cently assistant director of the 
Senate subcommittee on health 
and education, has resigned to 
join Charles Flato and Allen 
Fields in a new public relations 
firm, P. R. Associates. Offices will 
be located at 1737 H St., NW, 
Washington, and 420 Madison Ave., 
New York. 


Bristol-Myers Elects 


G. Walter Brown, who joined 
Bristol-Myers Company of Can- 
ada Ltd., Montreal, in 1942 in 
charge of advertising, and later 
became a vice-president in charge 
of distribution, has been elected 
a member of the board of direc- 
tors. 
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Drys Have Right 
fo Answer Beer 
Ads, FCC Insists 


Major Question Is 
Raised in KRLD 
Time Sale Battle 


Washington, April 3.—Radio’s 
policy of refusing to sell time for 
the discussion of “controversial is- 
sues” headed for another airing 
this week, as the FCC warned 
KRLD, CBS outlet in Dallas, that 
it will examine the station’s re- 
fusal to sell time to anti-liquor 
interests before renewing its li- 
cense this spring. 

In exerting pressure on KRLD 
to sell time to drys, FCC follows 
the pattern applied successfully in 
earlier controversies, when it sup- 


ported the CIO and other groups 
in a fight to revise NAB code pro- 
visions preventing time sales to 
labor unions and other organiza- 
tions with a “message.” 

Although today’s “memorandum 
opinion” was directed specifically 
at KRLD, it was based on beer and 
wine advertising carried by CBS, 
and could easily be used by the 
drys as a “bargaining weapon” in 
seeking to get or buy time from 
other stations carrying liquor ad- 
vertising. 


‘Substantial Issues’ Raised 


Rejecting the defense of KRLD 
and CBS, FCC said that it felt 
that liquor advertising “can raise 
substantial issues of public im- 
portance” which obligate the sta- 
tion operator to offer or sell time 
to those who wish to preach ab- 
stinence. 

The FCC feeling was based on 
the contention that the mere fact 
that the program is advertising a 
commercial service or goods does 
not cloak the possibility that it 
may be controversial. 

“Ordinarily,” FCC said, “differ- 


ager. 


ences based on diversity of pref- 
erence and commercial competi- 
tion do not raise issues of public 
importance. 

“Differences concerning the rel- 
ative merits of one product over 
another do not usually divide the 
community by raising basic and 
important social, economic or 
political issues. 

“But it must be recognized that 
under some circumstances it may 
well do so.” 


Much of Area Dry 


Pointing out that the question 
of whether the sale and consump- 
tion of alcoholic beverages should 
be prohibited by law is frequently 
an issue of public importance, FCC 
observed that 1,500,000 of the 3,- 
500,000 persons in KRLD’s pri- 
mary nighttime service area reside 
in counties forbidding sale of al- 
coholic beverages. 

“For many of these people non- 
consumption of alcoholic beverages 
is not simply a matter of prefer- 
ence, but of deeply held convic- 
tion, which extends to the view 
that encouraging the consumption 


JAP AUDIENCE! American movies are so attractive that 
Japs on American held Pacific Islands hid in caves by 
day, went to our movies at night. Thrilling Group 
fiction is so attractive that more than 2,000,000 men 
go regularly to newsstands and buy Thrilling magazines. 


TEXAS LUCK! The U.S.S. Texas had good 
luck when a 250mm shell which hit her 
failed to explode. Manufacturers have good 
luck with their advertising when they use 
Thrilling Group with the lowest rate of 
any mass magazine—only $1500 per page 
(69¢ per page per thousand circulation). 


The Men's Group of Fiction Magazines 
10 E, 40th ST, NEW YORK 16, N.Y. 


TRNUINS BAGTSY 


PROPAGANDA FERRY! At one time U. S. landing 
craft made regular trips to Jap-held Babelthuap 
Island to pick up Jap deserters. Right now, over 
2,000,000 American readers make regular trips to 
newsstands to buy Thrilling fiction — much of 
which is written by leading magazine writers. 
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VESTPOK 


shaver 


actuat size 


NATIONAL—This 


which 
peared in the April | issue of Time, 
began the extensive national promo- 
tion for Vestpok, dry shaver, made by 


page, ap- 


Ward Machine Co., Brockton, Mass. 
H. B. Humphrey Co., Boston, is the 
agency. 


of alcoholic beverages is a grave 
moral and social evil. 

“What is for other individuals 
merely a routine advertising ‘plug’ 
extolling the virtues of a beverage, 
essentially no different from other 
types of product advertising, is for 
these individuals the advocacy of 
a practice which they deem to be 
detrimental to our society. 


Action Withheld 


“Whatever the merits of this 
controversy, which it is not our 
function to resolve, it is at least 
clear that it may assume the pro- 
portions of a controverted issue 
of public importance. 

“The fact that the occasion for 
the controversy happens to be the 
advertising of a product cannot 
serve to diminish the duty of the 
broadcaster to treat it as such an 
issue.” 

FCC refused to do anything fur- 
ther on the subject, however, until 
renewal of the KRLD license is 
handled this spring “in regular 
course.” 


‘Denver Post’ Appoints 
Paul Block Organization 


Addition of the Denver Post’s 
193,000 daily and 305,000 Sunday 
circulation to the roster of news- 
papers represented by Paul Block 
& Associates, New York, brings the 
total representation by the New 
York firm to more than 2,223,000 
circulation throughout the United 
States. 

Paul Block & Associates were 
named representatives of the Den- 
ver Post recently by Palmer Hoyt, 
new Post editor and publisher. 


Ship Firm Changes Name. 


The Pope & Talbot-McCormick 
Steamship division of Pope & Tal- 
bot, Inc., San Francisco, from now 
on will be known as Pope & Talbot 
Lines. The company’s ship mark- 
ings will be designated with P T 
in red letters on a white circle 
within a blue star on the funnel 
and a house flag of the same in- 
signia. 


Barteau to Hickerson 


John F. Barteau, with Erwin, 
Wasey & Co., New York, as ac- 
count executive for four years, has 


joined J. M. Hickerson, Inc., New 
York, as account executive. 
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Don Gussow, Editor & Pubiisher 
33 W. 42nd St. New York 18, N. Y. 
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| eon years of war wrought many changes in the petroleum 
industry. New products were developed and new mer- 
chandising programs were being considered. Inevitably the 
question arose among the oil companies: What, exactly, do 
our Customers expect from the postwar service station? 


A sales executive in a leading company discussed the problem 
with the Hearst Advertising Service man. How could they 
sample the thinking of millions of motorists 
from coast to coast? The whole industry, and 
the American Petroleum Institute itself, were 
looking for an answer. 


With newspapers in 10 great markets, located 
from coast to coast, at its beck and call, H-A-S 
went to work. Swiftly it got ready to put in 
motion the newspaperman’s machinery for tap- 
ping the minds of millions. 


A committee representing many major oil 
companies conferred with A.P.I. officials and 
H-A-S representatives. Together they evolved 
a questionnaire the answers to which would 


CALL THE H-A-S MAN 


throw the bright light of day on a confused situation. 


As a preliminary test, H-A-S newspapers in an east and west 
coast City sent out 4,000 and 5,000 questionnaires respectively. 
Thousands of motorists responded. Right royally they knew 
what they wanted. 


The assembled information from both coasts was presented 
to the A.P.I. at a convention in Chicago. As 
a result similar studies were launched in the 
eight other H-A-S cities extending from one 


Just drop us a note 
saying, ‘‘I’m inter- 
ested in your market 
information on (name 
your type of product)?” 


end of the country to the other. 


H-A-S is proud to cooperate with the A.P.I. 
in rendering this service to another great 
American industry. It shows better than any- 
thing else could, the scope of the service that 
newspapermen can offer saleswise to farsighted 
executives in today’s changing markets. 
Whether your problem be nation-wide, or 
confined to one of the great markets listed 
below, H-A-S stands ready to help. Call in 
the H-A-S man now. 


Hearst ADVERTISING SERVICE 


HERBERT W. BEYEA, Manager 
959 — 8th Ave., New York 19, N. Y.— Offices in principal cities 


Representing: 
New York Journal-American + Pittsburgh Sun-Telegraph 
Baltimore News-Post-American + Boston Record-American-Advertiser 


San Francisco Examiner + Los Angeles Examiner - 


DE saa as 


Chicago Herald-American 
Detroit Times + Albany Times-Union 


Seattle Post-Intelligencer 
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34 
To Manage KROP 


Stanley Reynolds, recently dis- 
charged from the Navy Scientific 
Laboratory at Johns Hopkins Uni- 
versity, has been named manager 
of KROP, Brawley, Cal., which 
will go on the air April 15. KROP 
is an affiliate of the ABC and is 
owned and operated by the Broad- 
casting Corporation of America. 


Hallaren Joins Verney 


John Hallaren, formerly with 

Burlington Mills and North Amer- 
ican Rayons, New York, has 
re, Verney Fabrics Corpora- 
tion, New York, as advertising and 
promotion manager, succeeding | 
Sally Dickason, who has resigned. 


DEALER NEWS 


Weekly Automotive Trade Newspaper 
Covers the 11 Western States 
lst in California (rated 2nd in Retail Sales, 
Ist in Auto Registry 
_ Ist in Les Angeles County (rated 8rd in 
Retail Market Area, Ist in Automotive 


Market) 
_ Ist to Service Stations, Car Dealers, Auto 
Repair Services in 11 bmg States 


Main Office—1700 West 8th St., nee Aa 


14) 
San Franciseo (5), 690 Market St. (4) 


40 Campaigns Win 
Awards in ABP 4th 


Annual Competition 


3 Johns-Manville, 
2 Corning Glass 
Campaigns Honored 


(Picture on Page 79) 

New York, April 4.—Forty cam- 
paigns submitted by 34 companies 
have been named winners in the 
fourth annual Associated Business 
| Papers competition for advertising 
‘in business papers, six receiving 
silver plaques and 34 winning cer- 
tificate awards. 

Kingsley L. Rice, publisher of 
Power Plant Engineering and 
president of the ABP, will present 
the awards April 8 at a clinic at 


Industrial Advertising Association 
of New York, under whose spon- 
sorship the clinic will be held. 

A total of 749 entries were 
judged this year as compared to 
536 entries last year. The cam- 
paigns were entered and judged 
in seven divisions on the basis of 
“the informative usefulness of the 


advertisements to business paper 
|readers, the adequacy and validity 
‘of the objective, the results ob- 
‘tained in relation to the objectives, 


and the efficient use of space.” 
Win Major Awards 


The first award winners are: 
H. E. Van Petten, national adver- 
tising manager of the industrial 
products division, B. F. Goodrich 
Company; George Welp, advertis- 
ing manager, Aridye Corporation; 
W. J. Kennedy, advertising man- 
ager, Barrett-Cravens Company; 
Edward J. Pechin, advertising 
manager, E. I. duPont de Nemours 
& Co.; H. M. Shackelford, vice- 


ithe Hotel Biltmore, presided over | president in charge of advertising, 
by Adin L. Davis, president of the | 


Johns-Manville, Inc., and Fred- 
erick C. Stebbins, sales promotion 
manager, Corning Glass Works. 

Winners of certificate awards in 
each division include: 

Division 1: H. D. Bates, advertis- 
ing manager, Philip Carey Mfg. 
Company; Howard T. Bain, advertis- 
ing manager of the packings and 


gasket division, Johns-Manville, 
Inc.; ©. N. Schmidt, advertising 
manager, American Steel & Wire 
Company. 


Division 2: George A. Mellor, ad- 
vertising manager, Thatcher Mfg. 
Company; J. F. Hobbins, assistant 
advertising manager, American 
Brass Company; R. L. Gibson, ad- 
vertising manager, plastics division, 
General Electric Company; R. C. 
Byler, advertising manager, SKF 
Industries, Inc.; C. B. Beckwith, ad- 
vertising manager, New Departure 
division of General Motors Corpora- 
tion; Cameron Hawley, director of 
advertising and promotion, indus- 
trial division of Armstrong Cork 
Company. 


Other Divisional Awards 


Division 3: Eugene E. Weyeneth, 
advertising manager, R. G. LeTour- 
neau, Inc.; H. D. Blackburn, adver- 
tising manager, Simonds Worden 


WaPanses\ 


NCE again that unbeatable combination—a good prod- 
() uct and a strong newspaper campaign join hands 


to prove that NEWSPAPER ADVERTISING PAYS. 


Down in Memphis, Stewart’s Rose Bud Coffee is a 
newcomer in that market . . . but in just six short months 
the product has established usage among 8.50 % of Memphis 
families. And they’re just starting. Sales are booming. 
Why? Because consistent newspaper advertising is forcing 


more and more retailers 
of their customers. 


to stock the product at the request 


Today, Rose Bud Coffee joins the long list of adver- 
tisers who have learned from experience that newspaper 
advertising is sound business practice. 


Now that it is so essential for advertisers to reach and 
influence the largest possible number of customers—buiid 


wider distribution—maximum dealer support—there is no 
substitute for the sales impact and prestige of newspaper 


advertising. 


Whether your product is local, sectional, or national in 
distribution, you can be sure that complete coverage plus 
intense local interest makes the newspaper a logical medium 
to bring product and customer together in the shortest 


possible time. 


Stewart’s Rose Bud Coffee says: 


LAST SIX MONTHS...1945 


*CONTINUOUS CONSUMER PANEL CHARTS 
ROSE BUD’S MONTHLY SALES PROGRESS 


JULY AUG. SEPT. oct. NOV. DEC. 

10.0 85 

7.5 52% 

ai 5.6% % 
Percent of Panel Fam- 

2.5 Set soo bona Beep 
during first six months 

hw of the campaign. 
0 a | 


* The Continuous Consumer Panel is composed of a 
carefully selected cross section of Memphis families 
who report their purchases: each month to the 
Scripps-How ard Newspapers in that city. The panel 
study is designed to reflect changes i in buying habits 
of consumers for fifty-one major commodity classes. 


SCRIPPS- HOWARD NEWSPAPERS 


NEW YORK . . .World-Telegrom 


CLEVELAND .. +s 
PITTSBURGH. . « « « 
SAN FRANCISCO .. 
INDIANAPOLIS. . « « 


NATIONAL ADVERTISING DEPARTMENT « 230 PARK AVENUE+ NEW YORK 


COLUMBUS ..... . Citizen 


- « Press CINCINNATI. . .... . Post 
+ « Press KENTUCKY . 2.2... Post 
« «News Covington edition, Cincinnati Post 
- «Times KNOXVILLE . . . News-Sentinel 


DENVER. . . . Rocky Mt.News EVANSVILLE. .....- 

BIRMINGHAM ..... . Post HOUSTON. ..... + « Press 
MEMPHIS . . Commercial Appeal FORT WORTH... . ~ « Press 
MEMPHIS . . . . Press-Scimitor ALBUQUERQUE . . . . Tribune 
WASHINGTON. .....News EL PASO .... . Herald-Post 
CHICAGO SAN FRANCISCO DETROIT MEMPHIS PHILADELPHIA 
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White Company; Frederick C. 
bins, technical products’ division, 
Corning Glass Works; Paul C. 
Bunker, advertising manager, The 
Foxboro Company. 

Division 4: Leslie Choyce, adver- 
tising manager, Plaskon division, 
Libbey-Owens-Ford Glass Company; 
William Knust, advertising mana- 
ger, National Lead Company; How- 
ard T. Bain, Celite division, Johns- 
Manville; Theodore Marvin, director 
of advertising, Hercules Powder 
Company; D. P. Carpenter, advertis- 
ing manager, Calgon, Inc. 

Division 5: William Knust, Na- 
tional Lead Company; Cameron 
Hawley, building materials division, 
Armstrong Cork Company; Robert 
Wardrop, assistant manager glass 
advertising, Pittsburgh Plate Glass 
Company; C. N. O’Day, Air Devices, 
Inc.; Allen Clark, advertising man- 
ager, Thermoplastics department, 
Bakelite Corporation; A.E.R. Pe- 
terka, advertising manager, Lamson 
& Sessions Company; Milo E. Smith, 
Chicago Bridge & Iron Company. 

Division 6: Carl U. Fauster, adver- 
tising manager Libbey Glass Com- 
pany; Frank W. Gray, Mission Dry 
Corporation; W. L. Carter, The Wil- 
liam Carter Company; S. D. Mahan, 
director of advertising, The Crosley 
Corporation; James F. Peddler, ad- 
vertising manager, Frigidaire divi- 
sion, General Motors. 

Division 7: F. J.. Maple, advertis- 
ing manager, John A. Roebling’s 
Sons Company; Harold Luce, acting 
director, Conference of Alcoholic 
Beverage Industries, Inc.; A. W. Sul- 
livan, Westinghouse Electric Supply 
Company; Albert J. Feldman, A. 
Hollander & Son, Ine. 


Steb- 


Judges Give Comments 


Some of the judges’ comments 
on this year’s competition were 
reported: 1. A factory manager 
believed “the advertisements sub- 
mitted this year were more in- 
formative, employing product and 
its use as a basis for imparting 
information.” 

2. A purchasing agent felt the 
majority of entries seemed to be 
“run of the mine” ads, many be- 
ing vague. 

3. An industrial executive 
thought that “manufacturers gen- 
erally were not succeeding very 
well in carrying through cam- 
paigns to interest distributors,” 
many being devoted to “institu- 
tional advertising,” with little at- 
|tempt to outline or stress present 
‘and future sales policies and op- 
| portunities. 

4. An advertising agency ex- 
lecutive said that “in too many 
‘eases the objective of the cam- 
paign was arrived at after the 
advertising had been prepared and 
published, and not before.” 


Members of Jury 


Under the chairmanship of John 
E. Wiley, Fuller & Smith & Ross, 
the judges were Stanley Cox, 
Nassau Suffolk Lumber & Supply 
Corporation; Harry Crawford, Otis 
Elevator Company; Lloyd Dunn, 
Rickard & Co.; W. W. Edwards, 
Federal Hardware Company; R. V. 
Elms, Sperry Gyroscope Company; 
Oakleigh R. French, Oakleigh R. 
French & Associates; R. R. Geum-= 
pel, Hyatt Roller Bearing divi- 
sion, General Motors Corporation; 
D. H. Lyons, Johns-Manville; E. C. 
Mayer, Rickard & Co.; J. H. Morse, 
J. Walter Thompson Company; 
Ben Sackheim, Ben Sackheim, 
Inc.; Oscar Snow, Doyle, Kitchen 
& McCormick, Inc.; and L. H. Van 
Dike, John A. Roebling’s Sons 
Company. 


LOOK IT UP in 
the _— DATA BOOK! | 
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A BIG BILL TO FILL... 


When men in the oil industry rely so overwhelmingly on ONE publication, 
The Oil and Gas Journal, for accurate, AUTHENTIC world-coverage of 
petroleum developments . . . That's a Big Bill to Fill! But OGJ fills that 
bill, consistently, continuously with a stand-out staff of 22 editors, spe- 
cialists in their fields, who give OGJ readers complete, up-to-the-minute 


factual analysis of trends in every phase of the industry! 


Is it any wonder then, that the Journal carried 3199 more pages of ad- 
vertising than any other oil paper in 1945, that the 
Journal has 5622 more paid subscribers than any other 
oil paper, that the Journal was the only oil paper to 
receive an Industrial Marketing editorial award in 1945, 


and that the Journal has consistently for years shown 


an almost 2 to | preference in all readership surveys made! 


IN THE PETROLEUM INDUSTRY, IT’S OGJ! 


@ First with the Facts! 


@ Recognized Leader in Petroleum Advertising! 
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LIFE Photographer Edward Clark is a Tennesseean who had never been overseas 
until his recent European assignment for LIFE. Up to this time he had gone up 
and down America, covering the American scene. Clark and his cameras were 
on hand to record the trial of the Nazi leaders at Nuremberg, and he also 
has sent back touching pictures of the blighted Europe that war left behind. 


Bookstalls line the Quai Malaquai as always. Many carry small art objects as 


well as prints and paintings in their displays. Bookstalls are open every day, rain 
or shine. And no matter what the weather, there are always a few browsers. 
Before the war, tourists predominated among the ambulant customers of book- 


LIFE Photographer Edward Clark was on his first visit to 
Paris when he took these pictures for LIFE’s poignant 
photo essay on the city with the Eiffel Tower that every- 
body knows. 


In his double role as first-time tourist and inspired 
photographer, Clark roamed the Left and Right Banks 
and the Cité, as he recorded the after-the-war mood of 
the City of Light. 


The heart of Clark, the tourist, leapt up when he be- 
held the Sacré Coeur or the Place de la Concorde. 
The hands of Clark, the photographer, simultaneously 
searched for his camera to catch the beauty that he had 
known only at second-hand before. 


: 


stalls along the banks of the Seine. But these days, browsers are mostly French. 
Seen rising through the mists in the background of this Clark picture is the 
Louvre, treasure house of art through the ages, where the famous statue of the 
Winged Victory once again stands in its accustomed place on the main stairway. 
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Like disappointed G.I.’s, Clark found little of gaiety 
left in the people of Paris, so sensitive about their de- 
feat, so preoccupied with keeping body and soul to- 
gether. But in the Paris that is the Arc de Triomphe, 
in the bookstalls and the boulevards, in the Madeleine 
and the Tuileries, he found all the haunting glory and 
magnetism he had always been led to expect. 


Although Clark’s pictures are of the much-photo- 
graphed, old, familiar places, they reveal a refreshingly 
new, if solemn, angle. In the stark, dark trees . . . in the 
1 almost deserted streets ...in the serious faces of the 
few passers-by . .. are shown the shadows on the face 
of present-day Paris. 
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LIFE’s capacity for portraying the familiar in new 
and refreshing ways is just one of the many reasons for 
the avid, week-after-week interest in LIFE on the part 
of 22,000,000 readers. 
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Church of the Madeleine, as seen from the Rue Royale, seems unchanged by war. 
But like other Paris churches, it is unheated, damp and chill inside. No longer 
do masses of candles burn before little shrines. Parisians cook their breakfast 
and dress by candlelight, and few candles are left to burn in Paris churches. 


Sunday strollers are few along the Seine bank, near the steps of the Pont Neuf.T 
bridge itself, shown in the background, is the locale of various legends of long 
standing. One is that if you see a priest, a red-haired woman, and a white horse 
on the Pont Neuf at the same time, you will have the best of luck forever #fter. 
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Socony Adds to Line 


“Through its dealer organiza- 
tion,’ Socony-Vacuum Oil Com- 
pany, New York, is “gradually 
putting on the market our own 
brands of tires, batteries and cer- 
tain automotive accessories,” B. 
Brewster Jennings, president, re- 
veals in his annual message to 
stockholders. Company credit 
cards, not used during the war, 
have been restored. Socony’s gross 
income last year totaled $830,746,- 
105, and net income was $42,301,- 
983. 


Williams Joins KPRO 


Dick Williams, recently released 
from the Red Cross, has been 
added to the sales department of 
KPRO, Riverside, Cal. 
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Tip to Neophytes: 
Get in Anywhere, 
See Wheels Turn 


New York, April 2.—James D. 
Woolf, retired vice-president of J. 
Walter Thompson Company, has 
been writing advertising, and 
writing about advertising, for 
more than 30 years. | 

He has distilled much of his ex- | 
perience and broad knowledge into | 
one of the clearest vocational sur- 
veys of advertising yet written: 
“Getting a Job in Advertising.” 
(Ronald Press Company, New 
York, $2.) 

Most important to today’s flood 
of would-be admen, Mr. Woolf 
emphasizes that advertising is “an 
exacting profession”; that it is a 
business and not a game; and that 
high financial rewards go only to 
the competent, just as in law, sur- 
gery or diplomacy. 

In 99 pages he describes the op- 
portunities, the functions and the | 
necessary equipment and expe- 


jrience required in each branch of 


the broad field. He emphasizes 
how few people, relatively, are 
employed in advertising agencies. 
Particularly sound is his advice 
“to get in anywhere and see the 
wheels go round,” to see the hu- 
man mind function in buying mer- 
chandise, whether it be as a gro- 
cery clerk or a brush salesman. 

Thumbnail chapters sketch 
careers in agencies, in media, in 
research, in public relations, art, 
radio. The book closes with pithy 
suggestions on attention - getting 
application letters and with en- 
couragement for the real go-getter, 
to whom he says, “Ability is al- 
ways in demand.” 


Weekly Goes National; 
Adds Four to Staff 


Radio Television News, weekly 
launched last year in Hollywood 


‘for West Coast distribution, with 
|a magazine format, has changed to 
'a newspaper make-up, opened of- 


fices in New York, Chicago and 
Washington, and expanded its cir- 
culation nationally. The publica- 


tion has a controlled circulation of 
15,000, including 5,000 paid cir- 
culation, it reports. 

New staff members include Al- 
bert W. Bernsohn, formerly with 
DuMont Television Corporation, 
eastern editor, and Bob Bach, re- 
cently in the Army, music editor, 
both in the New York office at 
853 “Broadway; Harold Butchin, 
former Chicago newspaper man, 
manager in Chicago at 333 N. Mich- 
igan Ave., and Thomas Healy, 
manager in Washington at 1096 
National Press building. 


To Represent A.F.L. 


John Arthur McAvoy has been 
appointed eastern advertising rep- 
resentative of the A.F.L. Union 


Label and Industrial Exhibition to | 


be held at the Municipal Audi- 
torium, St. Louis, Mo., Oct. 29- 
Nov. 3. 


Ward Named Sales Head 


Walter H. Ward, formerly sys- 
tems branch manager in Buffalo 
for Remington Rand, Inc., has 
been appointed sales manager of 
the company’s insulated products 
division in New York City. 
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Every U. S. President since 
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In this fabulous, 47 story building, no 
two rooms are completely alike. 91,000 
pieces of linen are laundered daily. The 
Waldorf has its own special siding for 
private railway cars and the largest all- 
wave radio receiving set in the world. 
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New $1,000,000 
Crosley Concern 
in the Cards-'Tf’ 


Cincinnati, April 3.— Irving B. 
Babcock, president of Crosley Cor- 
poration, Cincinnati, will become 
chairman of a $1,495,000 organiza- 
tion to be known as Crosley 
Broadcasting Corporation in the 
event that radio station WLW and 
other broadcasting properties 
owned by the Crosley Corporation 
are segregated by the Federal 
Communications Commission, a 
spokesman for the company has 
revealed. 

Other developments which would 
follow: James D. Shouse, vice- 
president in charge of broadcasting, 
would become president of the 
new corporation, with Robert E. 
Dunville, assistant to Mr. Shouse, 
as vice-president and general man- 
ager. Both, however, would con- 
tinue as directors of the Crosley 
Corporation, it was said. 

Among other officials would be 
Elmer J. Boos, vice-president and 
treasurer; R. J. Rockwell, vice- 
president in charge of engineering; 
and Harry M. Smith, vice-presi- 
dent in charge of sales. R. S. 
Pruitt, secretary of the Crosley 
Corporation, would also become 
secretary of the new organization. 


Board of Directors 


Directors would include Messrs. 
Shouse, Dunville, Babcock and 
Pruitt, also R. C. Cosgrove, Powel 
Crosley Jr., Victor Emanuel and 
Walter A. Morgensen. 

It was explained that request 
for assignment to the new corpora- 
tion, which would be wholly 
owned by the Crosley Corpora- 
tion, is in compliance with wishes 
of the FCC, expressed when it 
granted transfer of the Crosley 
Corporation to the Aviation Cor- 
poration last September. 

Total fixed assets are listed in 
the application as $628,406 includ- 
ing WLW and relay, shortwave, 
international provisional and de- 
velopmental stations. Applications 
are pending before the FCC for 
FM and television stations in Day- 
ton, Columbus, and Cincinnati. 


General Motors Reports 
Lower Sales, Higher Net 


General Motors Corporation’s 
net sales last year totaled $3,127,- 
934,888, against $4,262 million in 
1944, and its net income last year 
amounted to $188,268,115, against 
$170,995,865 in ’44, according to 
the annual report of Alfred P. 
Sloan Jr., chairman. About 77.2% 
of sales last year were of war 
products. 

GM made 25,500 passenger cars 
and 49,000 trucks in the last four 
months of 1945. Mr. Sloan said 
that at present it is not possible 
to estimate cost of future modern- 
ization of plant and machinery, 
but the amount “involved will be 
materially in excess of the esti- 
mates previously mentioned.” 


R&R Appoints Ralson 


Gordon W. Ralson has been ap- 
pointed manager of the Toronto 
office of Ruthrauff & Ryan. 


“I would have advertised over WF DF 
| Flint — but the supply is limited.” 
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TV 147m by an alert, wide-range 


editorial concept, SPORTS AFIELD is now 
far and away America’s *] sportsman’s 

magazine. Over 500,000 sportsmen buy this 
unquestioned leader. Wide-awake space 
buyers are taking advantage of the fact that 

SPORTS AFIELD not only provides the biggest 

circulation but also the lowest-cost 

coverage of men who buy the 


best of everything. 
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Agency to Hold Auditions Nqsh-K elvinator 


Schwimmer & Scott, Chicago} 


agency, this month will besin | Substitutes New 


holding weekly auditions to “un- 
cover” acting talent for radio pro- 

duction. Alan M. Fishburn, uo Show on CBS Net 
production chief, who will super- Detroit, April 3—Nash-Kelvi- 


vise the auditions, has announced | a : 
that all of the agency’s major net- |"@tor Corporation begins sponsor- 
work and local shows will continue |Ship this evening of “Holiday for 
to emanate from Chicago. He said | Music,” new half-hour music show 
that one or two new half-hour taking the place of the company’s 
programs will soon be originated | Andrews Sisters show, heard since 
in Chicago by Schwimmer & Scott. | jast fall on the Wednesday 10:30- 
—— 11 p.m. EST spot of the full CBS 
|network. 


Appoints Barton 

Fred Barton, formerly assistant | Stars of the new show are David 
advertising manager of the Ex-|Rose, composer and _ orchestra 
aminer, Peterborough, Ont., has|leader; Curt Massey, baritone, and 
been appointed advertising man-| Kitty Kallen, singer. Each broad- 
ager of the Ontario Intelligencer, |cast will feature a song “request” 
Belleville, Ont. contest, with three guests from the 
audience to win radio-phonograph 


sets for giving requests and their 
Winning women readers.. | reasons for liking the songs. 


| The song-contest show is ex- 
THE HOMEMAKER ‘pected to attract a wider audience 
for the maker of Nash autos and 
Kelvinator refrigerators. Geyer, 
Cornell & Newell handles the ac- 


The American woman's only pocket 
size service magazine. 


1745 Broadway New York 19 


count. 


‘Abbott Laboratories 
Elects Officers 


S. Dewitt Clough has been 
/elected chairman of the board of 
|directors of Abbott Laboratories, 
| North Chicago, and Rolly M. Cain, 
formerly executive vice-president, 
has been named president and 
general manager. 

The stockholders have approved 
the proposal to split the stock on 
a two-for-one basis and elected 


tendent, and Elmer B. Vliet, con- 
trol laboratories manager, direc- 
tors to fill vacancies. 


McBee Names Schwerdt 


R. F. Schwerdt, previously as- 
sociated with a number of Ameri- 
can companies in the export field, 
has been appointed manager of the 
international division of McBee 
Company, Athens, 
turer of accounting equipment. 


Weiss & Geller Appointed 

Drug Products Company and 
Snap-Lite Corporation, New York, 
have appointed Weiss & Geller, 


Inc., New York. 


Hugh D. Robinson, plant superin-| 


O., manufac- | 


C&EI Railroad's 
Annual Report 
Highly Informal 


Store Expounds Plan 
for Vigorous Unified 
Ad Campaign 


Chicago, April 2.—The interest 
‘of young and old in railroads and 
railroading is successfully capital- 
ized in the interesting booklet and 
annual report of the Chicago & 
Eastern Illinois Railroad, entitled 
“Know Your Railroad.” 
| Profusely illustrated with pho- 
tographs, the 29-page pamphlet 
takes stockholders on an informal 
reader’s tour and inspection trip 
of C&EI property with Holly 
Stover, president. Editorial con- 
tent is simple, concise, and highly 


BILLBOARD AWARD! 


'WEBR GETS SPECIAL BOW 


‘ FROM ™ 


TION'S RADIO EDITORS | 


FOR 


DELINQUENCY” 


PROGRAM 


ee es ae 


UNCLE FRANK'S HOBBY 


The wire tells Billboard’s and the Radio 
Editors’ story. The real story goes far 
deeper—first to WFBR’s conception of a 
radio station’s community responsibility— 
next to an understanding of Baltimore’s 
problems—and last to a willingness to 
promote and finance Uncle Frank’s Hobby 
Club as a public service. 
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This is typical of WFBR—Baltimore’s 
only living, breathing Radio Station that 
attracts large studio audiences and crowds 
of daily visitors—the only Baltimore Radio 
Station that gives all the glamour of Radio 


City in smaller replica. 


Not just a spot on a dial, WFBR delivers 
the real Baltimore listener—the one who 


listens and buys. 


Uncle Frank Woodfield — 
writer and former director of 
the Maryland Academy of 
Sciences finds out what children 
like to do and tells them over 
WFBR how to do it. 


Advertising Age, April 8, 1946 


readable. 

Improvements in coaling sta- 
tions, cinder pits, repair yards and 
rolling stock are discussed and 
graphically portrayed. New type 
signals being installed along the 
right-of-way are the subject of 
interesting and revealing comment. 
Pages 18-19 include the condensed 
income account and balance sheet 
for 1945. 

Final pages of the booklet are 
devoted to expounding President 
Holly’s proposal for a right-about- 
face in advertising policies for 
railroads in general. The proposal 
was submitted to the Association 
of American Railroads in Novem- 
ber, 1945. 


Wants Public Support 


The time has come, according to 
Mr. Holly, for railroad advertising 
funds to be diverted from purely 
institutional channels to methods 
which will gain public support on 
matters vital to the future of rail- 
road transportation. For this pur- 
pose, he proposed using advertis- 
ing funds contributed to the asso- 
ciation by member roads, aug- 
mented by advertising on the part 
of the roads themselves. 

“We believe,” he says, “that the 
railroads should at least make the 
effort to convince not only the 
unions, but the public, that no 
railroad can increase the cost of 
doing business and remain solid 
unless the ICC were to grant the 
roads a _ substantial increase in 
rates. Even increased rates would 
not be a solution because they 
would make railroad tariffs non- 
competitive with rates on the 
|highways, the water and in the 
Gir. 
| “The nation’s taxpayers,” he 
concludes, “do not realize that mil- 
lions of dollars of their money is 
used to channel worthless streams, 
absorb losses on boats and barges, 
|build and maintain highways for 
_box-car-sized trucks, build air- 
| ports and subsidize air traffic. All of 
‘this, of course, channels off traffic 
from the rails who pay their full 
share of taxes for these projects 
and are forced to compete with 
| subsidized competition.” 


Quotes Research Findings 


Findings made for the associa- 
tion by the Opinion Research Cor- 
poration are quoted. These, ac- 
cording to the booklet, showed that 
the railroads have public sym- 
pathy but not public support. It 
concludes that lack of public sup- 
port is due to lack of public under- 
standing of the railroads’ prob- 
lems. 

In a form letter accompanying 
the booklet, Mr. Stover discusses 
the proposed merger between the 
C&EI, the Missouri-Kansas-Texas 
and the Chicago Great Western. 


Shipley Joins Korn 

William M. Shipley, formerly 
vice-president of Thomas W. Ber- 
ger, Inc., Cincinnati, has joined 
the staff of J. M. Korn & Co., 
Philadelphia, as director of mar- 
keting and merchandising. He will 
retain his interest in the Berger 
Company, acting in an advisory 
capacity only. 


York Poster Changes 

York Poster Advertising Com- 
pany has changed its name to 
Penn York Advertising, Inc., York, 
Pa. Its offices will remain at 330 
W. College Ave. 
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Rising steadily under the pressure of the greatest reader- 
demand in its history, net paid circulation of The Sunday 
Times has passed the 1,000,000 mark—a new record. 


Newsprint scarcity during the war cut deeply into The 
Times advertising and circulation volume. They had to 
give way to maintain the quality of The Times news 
columns. Now, as newsprint is less restricted, circulation 
has increased 150,000 over last year. 


& 


Weekdays too, The Times has advanced steadily in New 
York City, in suburbs and throughout the country. Daily 
net paid circulation now averages 575,000 —a gain of 
70,000 over last year and 135,000 over 1944. 


Without comics or other extraneous appeals, The New 
York Times has grown solidly because it is recognized 
by thoughtful men and women everywhere as ‘America’s 
Most Distinguished Newspaper.” 


Che New ork Cimes 


“ALL THE NEWS THAT‘S FIT TO PRINT” 
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Toronto Ad Club 
Helps 3,000 Get 
Schooling, Jobs 


Counsellors Locate 
Advertising, Sales 
Jobs for 200 Vets 


Jamestown, N. Y., April 2.— 
Nearly 3,000 young Canadians— 
many of them war veterans—have 
been given jobs or additional 
schooling in advertising and sales 
work through the efforts of the 
Advertising and Sales Club of 
Toronto, a conference of the In- 
ternational Affiliation of Sales & 
Advertising Clubs was told by Hall 
Linton, Maclean-Hunter Publish- 
ing Company, vice-chairman of 
the Toronto club’s careers pro- 
gram committee. 

The conference was called to 
lay plans for the Affiliation’s first 
postwar convention to be held in 
Pittsburgh May 23-25. Seventeen 
United States and Canadian sales 
and advertising clubs belong to the 
group. 

“We do not operate a placement 
agency,” said Mr. Linton. “All ot 
our 100 counsellors are volunteers. 
Yet, more than 200 bright young 
men from every branch of the 
services have obtained jobs as a 
direct result of this effort.’ The 
total of veterans interviewed, he 
added, is in excess of 500, while 
almost 2,700 persons are taking 
club-sponsored courses. 


‘Hire Now,’ He Urges 


Mr. Linton urged that employers 
of salesmen and advertising 
juniors anticipate their needs of 
two years hence, hire promising 
young returned men now, and 
train them for the expanded needs 
of tomorrow. 

“The field of marketing,” he 
said, “faces a few years of rapid 
expansion if we are to distribute 
the 40% increase in consumer 
goods production needed to obtain 
full employment in our two coun- 
tries. What this means is more 
jobs in advertising, selling and 
merchandising, and it is our en- 
deavor, as a club, to guide those 
who are mentally and physically 
equipped for this kind of work in 
selecting the position best suited to 
their qualifications.” 


\FACT FINDING COMMITTEE | 
as me 


4. More key officials in Wash- 
ington read TIME regularly than 
read any other magazine, however 
big its circulation. 


de The members of Congress 


U.S. magazine that carries 


For further details write to 


TIME 


9 Rockefeller Plaza, New York 20, N.Y. 


vote TIME the most important 


| With this intention, Mr. Linton 
| said, evening classes in advertising 
|and selling were organized for the 
|veterans by club committees and 
run as extension courses at the 
University of Toronto. This pro- 
'gram was later enlarged to include 
|another course in advertising, two 
|courses in public speaking, a sales 
‘training clinic and a series of 
marketing lectures. While the lat- 
ter group has been opened to the 
general public, many veterans are 
among the 2,700 now enrolled in 
both groups. 


ss 
; 


“This,” Mr. Linton said proudly, | 


explains the purpose of the club’s 


“is a sizable university in itself.” | counselling service, emphasizes the 


An important result of the ‘“‘To- 
ronto Plan,’ he related, has been 
increased mutual appreciation and 
better understanding between the 
club and the university. 


Explains Plan 


When a veteran goes to the Ad- 
Sales Club for counsel, he is 
greeted by a fellow veteran em- 
ployed for that purpose, and 
handed a letter from R. M. Bar- 
bour, club president. This letter 


members’ professional experience, 
and their willingness to pass some 
of this experience along to the 
veteran. 

Next, the veteran is ushered into 
the counsellor’s office. The coun- 
sellor- is reminded to consider the 
veteran in the same light as a 
neighbor’s son who has dropped in 
to chat about his future career. 
He is not expected to be an expert 
in all phases of vocational guid- 
ance, nor to tell the applicant in 


‘ 
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what field his talents might best 
be directed. Rather, he encourages 
the veteran to make his own de- 
cision. 

If the young man is good ma- 
terial for an advertising or sales 
job, the counsellor helps him to 
plan a personal sales campaign, 
gives him names of people to con- 
tact, and helps him plan letters 
and a brief autobiography for em- 
ployer usage. He also tells him 
about the club’s bulletin, devel- 
oped jointly by the Toronto and 
Montreal clubs, entitled “Veterans 


ONE 


That's a great magazine for 


Sure is. It's full of ‘Do it your- 
self" and “How it works” 
articles. | wouldn't be without 
it. It helps me understand the 
newest in planes and radio. It's 
full of ideas for building little 
things for our home. It's helping 


me. fix your camera right now. 


Mt 8 


... and Junior knew we wanted his picture just today 
because of his first tooth. We can’t quiet him. John can't 
fix his camera. And | can’t do my shopping with the 
house so upset. Please help us, Mr. Handy! 
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Available for Advertising and 
Sales Jobs,” which is mailed twice 
a month to 1,200 prospective em- 
ployers in the Toronto area. Vet- 
erans thus counselled have the 
privilege of running 60-word ad- 
vertisements in these bulletins, 
self-written, describing their qual- 
ifications. 


Give Sound Advice 
Where the counsellor does not 


for more formal education. 

Mr. Linton related several case 
histories to illustrate the method 
of counselling used by the club. 
One of these involved a veteran 
of mature age who had drifted 
from job to job before the war. 
During service, however, he had 
made the important decision to 
make advertising his career. He 
had made a thorough study of the 
subject, and formulated a clear 


feel that the veteran is yet quali-|goal. The counsellor helped him 
fied for employment, he may rec-;|to organize his sales story and 
ommend that he return to school|plan a prospectus giving advertis- 


AS a oT 


ing significance to every job he 
had previously held. With this 
assistance and the needed elbow 
grease on the part of the applicant, 
a job quickly materialized as an 
advertising salesman for a pub- 
lishing house. The man later en- 
rolled in the club’s advertising 
course, and is now a member of 
the club itself. 

In another instance, a former 
pilot had the impression that, be- 
cause of his overseas service, the 
country owed him a _ living. 
Nothing but a $5,000 a year job 


would suit him. He had chosen 
advertising as a profession because 
he thought it a quick way to an 
easy living. The counsellor pointed 
out that the applicant had only 
two years of high school, and ad- 
vised him to go back to school 
or, if this was impossible, to get 
his start in business by selling 
merchandise. The veteran left in 
a huff, but had the courage to 
return a few days later, apologize, 
and ask to have his ad run in the 
club’s bulletin, applying for a 
sales job. Today he is selling 


| // 
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edema pete e 


Over a half-million handy men, home from military service with 
new mechanical skills and interest, buy every issue of Mechanix 
Illustrated. They go for the easy-to-read articles often illustrated in 
4 colors. They go for Mechanix Illustrated from cover to cover. And 
remember, these readers are the greatest bunch of coupon-clippers 
ever! Great buyers and great recommenders, too, of products 
advertised in Mechanix Illustrated-— an active, energetic market 
for your goods. Reach them — reach their friends — with your 
advertising in Mechanix Illustrated. 


I suppose every man's a handy 


man underneath. But you learned 
a lot about cameras in the Army 
. . . say, what's the magazine 
you're using? 


Put the light over this way. 
Mechanix Illustrated gives 
me tips on taking pic- 
tures, too. 


Fawcett Publications, Inc. 


295 Madison Avenue, New York 17, N. Y. 
World’s Largest Publishers of Monthly Magazines 


typewriters, and recently dropped 
in to thank the counsellor for his 
frank advice. 


WOW Readies Video 


According to a report by John J. 
Gillin Jr., president and general 
manager of WOW, Omaha, tele- 
vision in Omaha is “much closer 
than people think.” Application 
for a video broadcasting license, 
which was filed with FCC in May, 
1944, is now pending; the trans- 
mitter site has been selected; a 
complete television demonstration 
unit for training personnel has 
been built, and tentative plans for 
both studios and transmitter have 
been drafted. 


Electronic Names Dorsey 
J. Franklin Dorsey, formerly di- 
rector of baking industry activi- 
ties for Milprint, Inc., Milwaukee, 
and advertising director of Qual- 
ity Bakers of America Cooperative, 
Inc., has been appointed director 
of national sales for Electronic 
Advertising, Inc., New York. 


Druggists to Meet 


The annual meeting of the In- 
dependent Druggists’ Alliance will 
be held in Toronto May 8. 


IF WARS 


OF THE 


BEST IN 
OMAHA 


250 
COUNTIES 


JOHN J. GILLIN, JR., 
PRESIDENT 
JOHN BLAIR & CO., REPRESENTATIVES 
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46 
Ringling Starts Drive | 


Ringling Brothers and Barnum | 
& Bailey Circus has launched a 
drive on all New York and regional 
radio stations, using spot and sta- 
tion breaks to promote its Madison 
Square Garden appearance. Live 
announcements will be backed up 
by a recording of actual circus 
music. Seidel Advertising Agency, 
New York, handles the account. 


To Feature Sonoma Wines 


The Sonoma County 
Growers’ Association has been 
formed in a move “to focus public 
attention on the quality and his- 
toried traditions’ of the wines of 
Sonoma County, Cal. Louis J. 


Wine | 


U.S. Steel's 
‘Theater Guild’ 
Show Okay: Olds 


Pittsburgh, April 2.—Irving S. 
Olds, chairman of the board of 
United States Steel Corporation, 
has indicated company satisfaction 
with its sponsorship of the 
“Theater Guild of the Air’ pro- 
|gram on the ABC network, in his 
annual report to stockholders. 

The Sunday, 10-11 p.m. EST 
program, handled through Batten, 
Barton, Durstine & Osborn, spon- 
sored since September, 1945, has 


Foppiano, Heraldsburg, has been 
elected president. 


THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5.1}linois 


grown steadily in listener popu- 
\larity, Mr. Olds asserted. Other 
promotion last year, he observed, 
included production and wide 
showing of “Behind the Annual 
Report,” a motion picture. U. S. 
Steel last month also published 
“Steel in the War,’ a 164-page 


© | book about the wartime achieve- 


ments of U. S. Steel and its sub- 
sidiaries. 
Mr. Olds’ report reveals that the 


company plans to spend $218,6v0,- 
/000 for plant improvement. Sales 
totaling $1,747,338,661 were re- 
\ported for “45 by U. S. Steel, 
|American Steel & Wire Company, 
Elgin, Joliet & Eastern Railway 
jand other’ railroads, Isthmian 
|Steamship Company, Universal 
| Atlas Cement Company, Gunnison 
|Homes and other subsidiaries. Net 
profit amounted 
Sales were about $2.1 billion and 
|profit about $61,000,000 in 1944. 


Conducts Hat Campaign 
MacLachlan Hats, South Nor- 
walk, Conn., has launched a news- 
paper campaign in 30 principal 
cities throughout the country to 
announce the appointment of ex- 
clusive agencies in each city. Ber- 
mingham, Castleman & Pierce, 
New York, handles the account. 


Sylvania Appoints Duffy 

James R. Duffy, formerly man- 
ager of employe activities in the 
industrial relations department, has 
been appointed to the public re- 
lations staff of Sylvania Electric 
Products, New York. 


to $58,015,056.) — 
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FOR RESTAURANT WEEK—Various forms of modern travel make the design 

for this window poster, which is being distributed to members of the National 

Restaurant Association for promotion of National Restaurant Week, scheduled 
for May 6-12. 


Give Agency Commission 

Brick & Clay Record and Cera- 
mic Industry, published by Indus- 
trial Publications, Inc., Chicago, 
have issued a new advertising rate 
card, which for the first time al- 
lows an agency commission of 
15%. The new rates became effec- 


tive April 1. 


PUBLISHED FOR THE FIRST TIME..... 


THE ANNUAL 
WORLD PORTS 
BUYERS’ DIRECTORY 


Write for your complimentary copy ! 
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“ compute Where -to- Buy SECON 


Usting Monufgcturers of Port cad Expert-Shipper - 
Equipment and Supplies “a 
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@ Although World Ports has been published 
monthly continuously for thirty-two years, the 
February issue is the first edition of the Annual 
Buyers’ Directory number. It is based on present 
demands of the field reflected in publishing 
research conducted by the James O. Peck 
Company. 


If you haven't seen a copy and you are inter- 
ested in the market and buying potentials in the 
port, marine terminal, and export-shipping allied 
fields, we urge you to send for one. 


More than fifteen hundred manufacturers have 
close to five thousand listings of their products in 
this directory. Maybe some of these listings are 
of special interest to you. The listing of manufac- 
turers is broken down by products of which there 
are close to four hundred different classifications. 
Besides, there is a special listing of some four 


WORL D 


hundred trade names not identifiable from the 
company names. 


Of course, in this February issue there is also 
the usual month's supply of editorial features and 
news coverage. Features on palletized stowage, 
cargo conveyors, the International House, etc., 
etc. The news coverage includes Washington, 
port, personnel and construction news, etc., etc. 


Right now is the time to plan and think about 
the second edition of the World Ports Annual 
Buyers’ Directory to be published next February. 
We want to work with you on your product list- 
ings as well as your advertising in the issue. In 
the meantime, this year—in May, World Ports 
will stress cargo handling—in August, emphasis 
will be on modern port and marine terminal con- 
struction (this will be a joint editorial project with 
the editors of Architectural Record)—in Novem- 
ber will be published the Annual Port Convention 
issue. 


PORT S§ 


418 S. Market Street, Chicago 7, Illinois — Phone: Wabash 2882 


San Francisco Office: 540 Mason Street. 


Phone Douglas 7233 


New York Office: 122 E. 42nd Street. Phone: Murray Hill 3-5520 


World Ports is 
Traffic Bulletin, 


affiliated with Traffic 
Daily Traffic 


World, 


World, Railway 


Supply News, and the College of Advanced Traffic. 


Irate Clubman 
Turns Out Lights 


at ‘True’ Forum 


New York, April 4.—A reader 
forum of True Magazine held at 
the New York Athletic Club was 
suddenly plunged into darkness 
when a club member, incensed at 
the presence of two Negroes among 
the 32 members of the forum, 
ordered a club electrician to turn 
out all the lights. He insisted,. ac- 
cording to members of the forum, 
that two wall switches be re- 
moved to prevent the forum group 
from again turning on the lights. 

The irate club member was 
identified by Bill Treadwell of 
Fawcett Publications, publisher of 
True, as Hamilton C. Rickaby, 
New York attorney and member 
of the New York Athletic Club. 
Mr. Rickaby could not be reached 
for comment. 

Despite the lack of light, the 
True forum continued for over an 
hour with the aid of a single 
flashlight, matches and cigaret 
lighters. 

It has been the policy of the 
New York Athletic Club to enter- 
tain Negroes as guests of the club 
and as guests of members. No an- 
nouncement of any change of this 
policy has been made. It was 
learned today that the club is con- 
ducting an inquiry. 


Bodie’s Names Ad Fried 


Ad Fried Advertising Agency, 
Oakland, Cal., has been appointed 
to handle the account of Bodie’s 
Trailer Company, Oakland, dis- 
tributor of the all-metal Mono- 
wheel trailer. The agency has also 
placed schedules in Alaska and 
Hawaiian newspapers for the Will 
Mendell Supply Company, Oak- 
land, which sells safes. Betty 
Harms has joined the art depart- 
ment of the agency. 


Cudahy Ups Wray 


C. J. Wray, formerly in charge 
of branch house labor relations 
and branch house processing, has 
been named head of the chain store 
and contract sales department of 
Cudahy Packing Company, Chi- 
cago. 


NBC Appoints Hoge 


| Eugene M. Hoge has been ad- 
|vanced to assistant manager of 
the National Broadcasting Com- 
pany’s central division network 
sales department, succeeding Wil- 
liam W. Weddell, who recently be- 
came vice-president of Leo Bur- 
nett Company, Chicago. 


The Magazine that Keeps 


RADIO TECHNICIANS 


Best Informed 


Circulation 57,394 
Net Paid A.B.C. 
* RADIO-CRAFT 
285 WEST B’WAY, NEW YORK 7 
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Magazine Drive 
Planned tor New 


Mengel Furniture 


Louisville, April 2.—The Mengel 
Company, manufacturer of furni- 
ture, plywood and packaging ma- 
terial, will launch a national ad- 
vertising campaign in May for its 
new Mengel Permanized furniture 
line, Alvin A. Voit, president, has 
revealed in his annual report to 
stockholders. 

Changing its policy to expand 
sales of finished products, Mengel 
has decided to produce its own na- 
tionally advertised brand of house- 
hold furniture, beginning with 
bedroom pieces. This is a new ven- 
ture for the furniture division, 
which previously has “worked al- 
most entirely for other manuiac- 
turers and dealers,’ Mr. Voit re- 
ported. The ad campaign begin- 
ning next month calls for full- 
page, four-color insertions in 
American Home, Better Homes & 
Gardens, House Beautiful, Ladies’ 
Home Journal and The Saturday 
Evening Post. 


Steps Up Other Production 


Production of corrugated board 
and boxes will be stepped up this 
year, following purchase of new 
plant facilities. Although there are 
no reconversion problems for the 
container division, “paper is a 
product of wood, and as a result 
there is a scarcity of this mate- 
rial,” Mr. Voit pointed out. 

He said production of plywood 
will also be expanded by pur- 
chase in 1945 of “‘the most recently 
built plywood plant” in the U. S., 
that of the Foreman-Derrickson 
Veneer Company, Elizabeth City, 
N. C. The plywood will be dis- 
tributed through U. S.-Mengel 
Plywoods, Inc., jointly owned by 
Mengel and United States Ply- 
wood Corporation. 

Mengel’s sales in 1945 totaled 
$25,118,000, compared with $25,- 
060,000 in ’44. Net profit amounted 
to $929,000, against $882,000 in ’44. 


Now Win Nathanson, Inc. 


The corporate name of the New 
York public relations firm, Tom 
Fizdale, Inc., has been changed 
to Win Nathan- 
son & ASsSso- 
ciates, Inc. Win 
Nath a n- 
son, president, 
who joined the 
Fizdale organi- 
zation upon its 
founding in 
1934, has head- 
ed the company 
since the with- 
drawal of Mr. 
Fizdale in April, 
1945. Previ- 
ously, he had served as partner 
and vice-president. The staff of 
the organization, which maintains 
offices in Washington, Chicago, and 
Hollywood, will remain unchanged. 


Offers New Slide Rule 


Win Nathanson 


Lawrence Engineering Service, 


Peru, Ind., is marketing the “‘Print- 
er’s Proportion Rule,” a new slide 
rule which is designed to simplify 
problems of figuring proportionate 
sizes in any of the graphic arts. 
The rule gives correct dimensions 
for reductions or enlargements in 
both inches and picas, and is being 
offered as a premium, suitable for 
imprinting. 
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Capper Shifts Jameson 


Fred W. Jameson Jr., formerly 
working out of the Topeka, St. 
Louis and Chicago offices. of Cap- 
per Publications, Topeka, has been 
appointed Pacific Coast manager, 
with headquarters in San Fran- 
cisco. 


Farrar Opens Agency 
Newell Farrar, formerly adver- 
tising and publicity chief of the 
San Francisco War Assets Corpo- 
ration, has entered the advertising 


and public relations field for him- 


self, with temporary offices in the 
Rialto building, San Francisco. 


Sponsor Baseball Games 

Signal Oil Company, through 
Barton A. Stebbins Agency, Los 
Angeles, and Remar Baking Com- 
pany, through Garfield & Guild, 
San Francisco, are co-sponsoring 
the game broadcasts of the Oak- 
land Baseball Club. For the tenth 
consecutive year, KROW, Oakland, 
Cal., is carrying the entire Pacific 
Coast League schedule, which con- 
sists of 183 broadcasts. 


Fels Opens N. Y. Office 


Fels & Co., Philadelphia, maker 
of Fels-Naptha soap and soap 
chips, has opened a New York of- 
fice at 444 Madison Ave. Max 
Brown, manager, eastern division, 
will be in charge. 


Corper Named A.M. 


Evelyn Corper, who has been 
associated with the company for 
several years, has been appointed 
advertising manager of Dr. D. 
Jayne & Son, Philadelphia, pro- 
prietary medicine maker. 


Meigs Joins Sherman 
James B. Meigs Jr., discharged 
from the Army transport command, 
has joined the sales and merchan- 
dising research department of 
Sherman & Marquette, Chicago. 


When You Release a News Release 
Think of 


Jor Release 


(Covering Over 10,000 Newspapers Weekly) 
480 Lexington Ave., N. Y. City, 17 
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Penthouses belong to apartment dwellings... plantations bespeak 
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the wide vistas of rolling lawns and tree-bordered grounds of the 


sunny Southland. Because the South is home-loving and home- 


owning—because there is plenty of space for big yards and 


oe 


gardens—the South has needs and wants different from regions 
where apartment dwelling prevails. That’s why Holland’s is dif- 
ferent, too. Holland's is a home magazine... 7 out of 10 Holland’s 
readers own their homes. It is edited for the South’s different 
needs in homes, home furnishings and foods. It is edited for the 
climatic needs that give the South different planting and grow- 


ming seasons, different clothing needs, different outdoor activities. 


THE 


leled natural resources to 


market. Myriads of new industries are locating in the 
South—hundreds of its established plants are rapidly 
expanding. They are bringing increased employment, 
bigger payrolls and greater wealth to this already 
prosperous region. Economically speaking, the South 
has the nation’s brightest future . . . it is a rising market 
with unlimited possibilities. The advertiser who uses 
Holland’s reaches the heart of this great market. . . his 
advertisement gets 48% more reader interest than it 
does in leading national magazines. 


SOUTH 
Brightest Economie Spot on the Map 


Science and industry are utilizing the South's unparal- 


make it the nation's richest 


a 


Holland’s 


The Magog” 


Branch Offices: 52 Vanderbilt Ave., New 
York; 75 East Wacker Drive, Chicago; 
205 Globe-Democrat Bldg., St. Louis 


That is why the South reads Hollands—that is why you get intense 
coverage and intense readership when you use Holland’s to reach 
& the Southern Market. 
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DALLAS 2, TEXAS 


West Coast Representotives: Simpson-Reilly, 
Ltd., Russ Bidg., San Francisco, California; 
Garfield Bidg., Los Angeles, California 
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with one SUNDAY PUNCH 


FIRST 3 provides a one-package all-coverage SUNDAY PUNCH that hits your most important 
markets — New York, Chicago, and Philadelphia, and more than 1,600 cities and towns in the 
surrounding territory. 


FIRST 3 delivers strong coverage in these cities and towns—10% and over, or an average coverage 
of 46%. In the three metropolitan areas FIRST 3 delivers a concentrated coverage of 67%. 


FIRST 3 is the combined power of first newspapers—the New York Sunday News, the Chicago 
Sunday Tribune, and the Philadelphia Sunday Inquirer—first in circulation and first in display 
advertising, plus the power and impact of high page-by-page traffic and the fine reproduction 
of rotogravure and colorgravure. 


Support your sales staff and your national advertising campaign with the big metropolitan 
Sunday Punch provided by FIRST 3. Total circulation for January more than 7,000,000. 


NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 
PHILADELPHIA SUNDAY INQUIRER 


Retegravure + Colorgravure 


News Building, 220 E. 42nd Street, New York 17, VAnderbilt 6-4894 + Tribune Tower, Chicago 11, SUPerior 0044 + 155 Montgomery Street, San Francisco 4, GARfield 7946 


THE GROUP 
WITH THE 
SUNDAY PUNCH 
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The Creative Mans Corner 


We have no way of knowing whether 
or not the H. J. Heinz Company adver- 
tisement reproduced here from one of 
last week’s newspapers was inspired by 
the Advertising Council. 

But we do know that the council has 
been a prime mover in the campaign to 
help feed the peoples who face starvation 
in Europe. And we know also that this 
advertisement, signed in facsimile by H. J. 
Heinz II without even a logotype by way 
of commercial, is as honest and fine a 
piece of advertising in the public good as 
anything that we have ever seen. 

It is an example, we think, of advertis- 
ing dollars used in the promotion of an 
idea in a way to make them worth many 
times their value as a cash contribution. 
It is also an example that should be taken 
to heart by many another advertiser. 

For while it may be that there will 
somehow accrue to the Heinz company 
more than a little good-will from men 
and women who read thoughtfully the 
tiny words, President, H. J. Heinz Com- 
pany, under Howard Heinz’ signature, the 
advertisement can hardly be considered 
advertising for the famous 57 Varieties. 

And, to our way of thinking, it shouldn’t 
be charged to them. 

Advertising in the public good should 
never be charged to the promotion bud- 
get. It should always come out of con- 
tributions. For only thus, only when it 
has no commercial purpose, will it be as 
good as advertising can be. And only 
thus, only when advertising in support of 
charity drives and other welfare activi- 
ties is divorced from the regular adver- 
tising budgets will it be forthcoming in 
the necessary amounts to make it function 
as good advertising should. 

We think it should be one of the pri- 
mary aims of the Advertising Council to 
see that donations of advertising space 
for its drives are recognized wherever 
possible as direct contributions by the 
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If the familiar silver wings of Ameri- 
can Airlines ever streak into a terminal 
on the moon, probably the first words to 
the lunar residents will be “Hi, pal’? from 
genial, cigar-chewing Paul Peter Willis. 

For Pete Willis’ en- 
thusiastic dreams for 
conquest of the air are 
of long standing and 
productive. They should 
be. They’ve been nur- 
tured for more than 40 
years. 

‘Strangely enough, it 
was a pair of angel’s 
wings that carried Pete 
Willis to the top ranks 
of modern aviation. 
Angel’s wings in a pic- 
ture hanging on the 
wall of a Methodist Sunday School in 
Vincennes, Ind. 

Pete’s attendance at Sunday School was 
not always voluntary. His father was a 
Methodist minister who brought young 
Paul Peter from Princeton, Ind., where 
he was born 51 years ago. 

While the Sunday lesson droned on that 
particular day, young Pete’s_ interest 
wandered until he fastened his eyes on 
the picture of an angel. Fascinated by 
the wings more than the celestial quali- 
ties, this 10-year old worshiper thought 
excitedly, “Gee, if everybody had wings, 
then everybody would talk the same lan- 
guage and understand the same things.” 
And he still thinks so, which may account 
for the fact that whatever else emerges 
from his paper-strewn office at New 
York’s Yale Club, there’s a strong sus- 
picion that with it will come another 
boost for giving the world wings. 

Pete Willis is so strongly convinced that 
air transport is a major part of the solu- 
tion to world dissension that he will, on 
the slightest provocation, dig into mythol- 
ogy to support his statements. “When 


P. P. Willis 


organizations to which they are contrib- 
uted and not simply as something extra. 
Otherwise, these will sooner or later be- 
come unavailable in anything like the 
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necessary amount. 

During the war when many advertisers 
had little or nothing to sell, there was 
no great loss in advertising solely in the 
public interest. In peacetime, under com- 
petitive conditions (and they are com- 
ing) the average advertising budget will 
be none too large for its primary job. 

Everyone now knows that advertising 
can sell ideas as well as goods. Under 
Advertising Council direction it can do 
this in peacetime as well as in war. It 
can do it economically. But it cannot do 
it all for free. 


eo °@ F. F. Willis 


men wrote and told about mythical crea- 
tures with wings,” he declared, “it was 
their innate desire to break the shackles 
of the ground. They realized that air 
meant something all-encompassing.” 

“Air is universal” is a favorite maxim 
of his. “Air knows no boundaries. A 
plane can land or take off anywhere. It 
requires tne same knowledge in China 
that it does in a pasture in Illinois.” 

For those who are not as enthusiastic 
about the far reaches and great signifi- 
cance of air transportation, Pete laments, 
“The trouble is, people can’t see air. It’s 
hard for them to visualize. They can see 
a road, they can see water. And when 
they look at maps they can picture clearly 
the travel there. But most of ’em are 
puzzled by air maps. They can’t visualize 
the routes and it’s tougher for them to 
realize what it means.” 

Pete’s vital enthusiasm is such that 
sometimes Mrs. Willis is mildly interested 
in discovering whether he has an “in-a- 
bed” desk at the Yale Club, or whether 
she can expect her air-minded husband 
at 3 Wellington Dr. in Bronxville. 

In spite of theories that Pete was 
weaned on high octane gas, he does man- 
age to let commercial aviation make its 
own way from time to time. He is 
strongly devoted to a young lady who, 
though somewhat inarticulate, is not at 
all silent. This charmer is his two-year- 
old daughter, Dawn Elizabeth. His son 
John, by a previous marriage, is associ- 
ated with an Indiana advertising firm. 

Inquiries about his spare-time activities 
catch Pete slightly flat-footed. 

“Why, hell,” said Pete, “I work. Work- 
ing for an airline is fun. That takes care 
of my spare time. Of course,” he ad- 
mitted, “you have to be a little crazy, 
but just the same it’s fun.” Occasionally 
he paints but he insists that it’s not worth 
mentioning. 

Getting information from Pete about 


air transportation is like pulling a cork 
out of a bottle, but he skims carelessly 
over the years that preceded. “Oh, I 
worked with some agencies,” he an- 
nounced vaguely, “and later I was as- 
sociated with Willys-Overland. Then for 
a while I had my own agency in Toledo 
and then in Chicago.” 

Later, during the twenties, Pete was 
largely responsible for the advertising 
that made Auburn one of the popular cars 
of the day. He could, however, hardly be 
called a soothing influence in the life of 
E. L. Cord, maker of the Auburn. 

During the era of the fabulous ’20s, 
there was an auto show held in a tent in 
Los Angeles. Practically everybody who 
wanted to attend was willing to get there 
by more prosaic means of transportation. 
But Pete wanted to fly. 

There is no connection, but Pete did 
fly and when he got there the tent had 
burned down. In addition, Mr. Cord was 
somewhat inquisitive as to the where- 
abouts of his advertising man. His gentle 
inquiry of “Where the hell have you 
been?” did not dismay Pete in the slight- 
est. Pete waves off recollection of Mr. 
Cord’s impassioned oratory and dwells on 
the flight itself. 

“That was a real flight,’’ Pete remem- 
bers happily. “When the plane needed 
gas we came down at Las Vegas to get it. 
There wasn’t anything there; just a cover 
over a cache of fuel. The passengers 
helped gas up the ship. 

“The pilot got a wire from Los Angeles 
telling him if he had any passengers, to 
leave ’em and bring in only the mail. 
Why, they didn’t even know in Los An- 
geles if the plane had any passengers. I 
told the pilot that I was going on with 
that flight even if I had to stick postage 
stamps on my collar. And I went. 


“We got lost in the fog and before we 
found out where we were, we had started 
out over the Pacific, on the way to Hono- 
lulu or some place, I guess. About all 
the instruments we had in those days 
were a compass and a gas level instru- 
ment. Anyway, the pilot spotted a light- 
house and then we found our way in from 
that. It was dangerous and it made us 
late, which was the reason why Mr. Cord 
was so concerned.” 

This experience may account for his 
calm acceptance and strong belief in the 
unlimited possibilities of air transporta- 
tion today as well as in the future. He 
has carried this belief for the past 15 
years into his work as advertising counsel 
of American Airlines. He has handled 
American Airlines exclusively since the 
time it was known as American Airways. 
It is only comparatively recently that he 
became vice-president of American Air- 
lines, in charge of advertising. 

He illustrates his predictions of the 
future in the air with a host of global 
models which to him are more than dec- 
oration. From the ninth floor of the Yale 
Club have come such significant predic- 
tions as, “The United States will become 
an air-faring nation. Where men once 
went down to the sea in ships, now they’ll 
go into all the air with planes. 

“Individuals all over the world will 
benefit from air transportation. It is a 
development that has been made with no 
expense to the preceding forms of travel. 
... Just as stairways did not disappear 
with the coming of elevators, neither will 
other forms of transportation suffer with 
the growth of air travel.” 

To his listeners, this evangelist of the 
air frequently comments: “Pretty good, 
eh, pal?” 

Which appears to make it unanimous. 


the Pay - Off al NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


38% OF INQUIRIES 


When Pickett & Eckel, 53 W. Jackson 
Blvd., Chicago 4, developed a new slide 
rule which gives four readings with one 
setting of the hairline, they wanted to 
test the public’s acceptance of this rule 
by engineers, machine designers, chem- 
ists, etc., before going into production of 
a costly, permanent model. 

So they sent a news release to approxi- 
mately 250 technical magazines who pub- 
lished it. The response was tremendous. 
Within 90 days, over 5,000 inquiries were 
received. 

In replying to these inquiries, a com- 
bination letter-circular was used. The 
mailing piece was planographed and 
printed in one color. The letter appeared 
on the first page, the circular appeared 
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The New DECIMAL POINT LOCATOR “Points Off 
RESULTS UP TO 19 PLACES! 
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SOLD BY ONE LETTER 


on the inside spread facing the 22” x 814” 
way allowing ample space to illustrate 
the slide rule in life-size. On the last 
page were the clinching sales message 
and order form. 

Of those inquiring, 38% purchased the 
demonstrator model, made of paper, for 
$3.50. 

In reporting the results of this offer, 
R. C. Pickett, president, Pickett & Eckel, 
says: “Because the demonstrator model 
was made of paper, we felt that we would 
receive considerable sales resistance, or 
lack of acceptance to this idea. This was 
borne out by the fact that we had some 
10% of the rules returned, asked for a 
refund. We also felt that the 10% who 
returned the rule did not examine the 
rule thoroughly because it was made of 
paper and felt, and naturally, thought 
that being made of paper it was not ac- 
curate. 

“We therefore included a letter with 
the rule sent out, which asked them to 
place the hairline in a certain position on 
the rule so that before they saw anything 
else they could see for themselves that 
they got four readings with one setting of 
the hairline, which proved at once no rule 
like this had ever been made and had 
the desired accuracy claimed for it. The 
rejections at once dropped to % of 1%, 
which proved at once the rule did have 
public acceptance. Over 60% of the buy- 
ers of this paper model demonstrator rule 
converted their coupons into purchases of 
the high-priced permanent model, which 

is now on the market.” 
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Current Network Hooperatings 


March 30 Evening Program Audiences 


MOST LISTENERS PER SET 


Programs Total Sponsor 
1. The Shadow MA-LN 3.06 Delaware, Lackawanna-Western 
Blondie 


Coal Co. 
{3 3.05 Colgate-Palmolive-Peet 
2. Sunday Evening Party 3.05 Charles E. Hires Co. 
3. Quick as a Flash 
Most Men: 


3.03 Helbros Watch Co. 
Most Women: 


Boxing Bout with 1.35 (Gillette Safety Razor Co.) 
Most Children: Lone Ranger with 1.13 (General Mills, Inc.) 


NNPA Nominates Merahn, 
‘NY Sun,’ as President 


Lawrence W. Merahn, New 
York Sun, has been chosen presi- 
dent by the nominating commit- 
tee of the National Newspaper 
Promotion Association, with elec- 
tion of officers slated for the 1946 
convention at the Hotel Waldorf- 
Astoria, New York, April 22-24. 

Other nominees include William 
S. Eager, Montreal Star, for vice- 
president; Bertrand Stolpe, Des 
Moines Register and Tribune, sec- 
retary, and Frank A. Knight, 


Charleston Gazette, treasurer. Two 
directors of NNPA also will be 
elected for two-year terms. 


Prepares Sugar Film 
California & Hawaiian Sugar 
Refining Corporation, San Fran- 
cisco, through Kudner Agency, San 
Francisco, is preparing a _ scenic 
and educational film to be used 
for club and sales group showings. 


Hiram Walker Promotes 


E. A. Moynihan, general super- 
visor of Hiram Walker Distribu- 


Advertising Age, April 8, 1946 


tors, Inc., New York, has been 
appointed sales manager. Harry 
Loose has been appointed mer- 
chandising manager and John G. 
Holgers, sales promotion manager. 


O'Leary Closes Agency 

George J. O’Leary has dissolved 
the O’Leary Advertising Agency 
and has formed Chicago House- 
wares Company, national sales 
agency for housewares, toys and 
other mass market merchandise. 
Offices and display rooms are tem- 
porarily at 1003 E. 75th St., Chi- 
cago 19. 


Your Hit Parade with 1.54 (American Tobacco Co.) 
MOST SETS-IN-USE 


Ae mee Ee. eee err errr 44.7 
Programs: Radio Theater (Lever Bros. Co.) 
Real Stories From Real Life (Whitehall Pharm. Co.) 
Telephone Hour (Bell System) 
2. Sunday 8:45-9:00 p.m., EST 
Programs: Sunday Evening Hour (Ford Motor Co.) 
Crime Doctor (Phillip Morris Co.) and Parker Pen 
News (Parker Pen Co.) 
Gabriel Heatter (Barbasol Co.) 
Fred Allen (Standard Brands, Inc.) 
me eS ER a eee eee err eer 43.8 
Programs: Radio Theater (Lever Bros. Co.) 
Gabriel Heatter (R. B. Semler, Inc.) 
Telephone Hour (Bell System) 
MA—Moving Average; LN—Limited Network 


“FIRST FIFTEEN” EVENING PROGRAMS 
Net- 


More people read Better Homes 
THAN EVER 


Hooper- 


Program Sponsor Product work ating 

a. res? ao s. an — & NBC 28.9 

n (9) n, Inc. 
s. Charlie d Standard Brands, Chase & Sanborn NBC 37.2 
3 ou te” semaad t Div P. rise t NBC 27.1 

ie te] oaqen 7 eps n 2 e . . ° ° ° 
ver Bros. Co. arch circulation ran to 2,697,000--highest in our history. 
4. Jack Benny+ Aaggreren Tobacco Lucky Strike Cigarets NBC 24.4 
oO. 
5. Fred Allen Standard Brands, ygeeeet Tan. i NBC 24.1 
" r. . . . ° ° e 

6. Walter, Andrew JergensCo. Jergens Lotion ss abc. o23.9 | March advertising linage and revenue ran highest in our history. 

inc . 
7. — Guild Lady Esther Ltd. CBS 23.3 

ayers 
O° Radio Thovtor Lesst pees ce Vareus p and Blakes obs a17 | Lt's to be expected. Because when people become active homemakers 
10. Red Skelton B é W Tobacco Raleighs NBC 20.8 

—_ orp. Md 

41. Mr, District Bristcl-Myers Co. Vitalis ana Sal NBC 208 turn to Better Homes & Gardens. (An F. W. Dodge Report survey ir 

orn epatica 
12. Jack Haley National Dairy _Sealtest NBC 180 | showed that by finding 7 out of 10 new-home-building families read ] 

Arden 

13. Eddie Cant Bristol-M Co. I -T h NBC 17.2 j } ; 
oS ee eee, ete treee Co. = ipane-Trumar NBC 113 And never before have so many new families been starting new househ 
15. G Kraft Foods Co. Parkay & Kraft NBC 16.8 


reat 

Gildersleeve 
BH&G is devoted entirely to making those households better. | 
It's a "know-how" magazine for homes, 


CH—Computed Hooperating. - 
+Includes second broadcast (NBC) on Pacific Coast. 
ttIncludes second broadcast (DLBS) on Pacific Coast. concerned with eve ry- 


thing from roofing to rosebushes, from pressure cookers 
to carpets and cars, from home plans and closet ideas 
to what to feed the baby. 


Does the rising tide of interest in BH&G plus the 
rising thousands and millions of new 


households swing BH&G into new focus for 


LITTLE 
LAMB 


Yes ... thanks! For your 
family has helped LAW- 
RENCE, Mass., to lead all 
of America in the Woolen 
and Worsted Textile In- 
dustry. With NO RECON. 
VERSION PROBLEMS, 
Lawrence is a lucrative 
market for nationally-ad- 
vertised products. 


you as your highway into the tremendous 


Greater 
market those households represent? 


LAWRENCE 


(ABC CITY ZONE 
POPULATION 
124,849) 
is the 


CAPITAL 


of the 
WOOLEN and 
WORSTED TEXTILE 
INDUSTRY OF 
AMERICA 


Wages are high .. . bank 
deposits have reached an 
all-time peak . . . sales are 
way up in Greater Law- 
rence’s 1900 retail stores. 


The EAGLE-TRIBUNE is a 
family newspaper ...82% home 
delivered .. . read in 95 out of 
100 Greater Lawrence homes. 
Over 35,000 ABC. 


Japs Wee bie 3s 5 


—and no place like Better Homes & Gardens 
sell everything that goes into homes” 


the EAGLE- TRIBUNE 


~ LAWRENCE, MASSACHUSETTS 


“WARD-GRIFFITH CO. -NATIONAL REPRESENTATIVES 
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Conde Nast Ousts 
Rival’s ‘Charm’, 
‘Mademoiselle’ 


New York, March 3.—Condé 
Nast Publications, publisher of 
Vogue and Glamour, whose print- 
ing affiliate has been printing part 
of Street & Smith’s Charm and all 
of that company’s Mademoiselle, 
will not renew Street & Smith’s 
contract which expires on April 


30, it was learned. 

A spokesman for Street & Smith 
revealed that the reason given for 
refusal to renew the contract was 
inability to handle the large vol- 
ume of its own printing that Condé 
Nast had on hand. 

In addition to the Street & Smith 
magazines, Condé Nast also prints 
The New Yorker and Nation’s 
Business, as well as a number of 
house organs and smaller publica- 
tions. None of these will be 
dropped, an official of the company 


told AA. He stated that the Street 
& Smith cancellations were the 
only ones contemplated by his 
company. 

Street & Smith revealed that it 
had completed other arrangements 
for the printing of its two maga- 
zines, 


Gets Frisco FM Grant 


American Broadcasting Com- 
pany has been granted a condi- 
tional FM license for San Fran- 
cisco by the FCC. Neither power 
nor frequency have been assigned. 


Given 90 days in which to file its 
completed engineering plans, 
ABC’s KGO could be ready to op- 
erate FM in San Francisco within 
six months after its approval by 
the FCC. 


To Start Winnipeg Daily 
A provisional board of directors 
has been appointed for a third 
daily newspaper in Winnipeg, to 
be known as the Winnipeg Guard- 
ian. Application for a charter will 
be made under the Manitoba Co- 
operative Act. No names or other 
details have been announced. 
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CIRCULATION 2,697,000 


comfortably fixed families whose big love is their home 
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REMINDERS—Pal Blade Co., New 

York, is packing one of eight different 

reminder cards in each package of Pal 

Hollow Ground razor blades. The ¢ards, 

blade-size, also carry suggestions for 
other shaving items. 


Williams Named Head 
of Ohio Broadcasters 


John P. Williams, vice-president 
of WING, Dayton, O., and WIZE, 
Springfield, O., has been elected 
president of the Ohio Association 
of Broadcasters, succeeding Robert 
Mason, owner of WMRN, Mar- 
ion, O. 

Other officers elected are E. Y. 
Flanigan, general manager of 
WSPD, Toledo, vice-president, and 
Carl Everson, general manager of 
WHKC, Columbus, secretary- 
treasurer. 


Mitchell Named Manager 


F. M. Mitchell, manager of the 
special market sales division of 
Frigidaire division, General 
Motors Corporation, Dayton, O., 
has been appointed manager of 
the new laundry equipment sales 
division. Mr. Mitchell, in turn, has 
appointed H. C. Morgan, recently 
discharged from the Navy and 
formerly with WPB, as laundry 
equipment specialist and his as- 
sistant. 


UP-TO-DATE Data 


Factories are beginning to 
produce civilian goods—be- 
fore long they will be almost 
on a peacetime basis. 


Agricultural cash income con- 
tinues to increase to the high- | 
est point in history. 


Small-city-Indiana and Michi- 
gan families continue to have 
money to spend — and time 
to read their daily newspaper. 


Make your advertising effec- 
tive by placing it in news- 
papers where you know it will 
be read — the home-town 
daily. 


In 26 Indiana and 26 Michi- 
gan markets that paper is a 
member of either the 


INDIANA LEAGUE of HOME 
DAILIES 
or the 
MICHIGAN LEAGUE 
of 
HOME DAILIES 


For further facts phone or write 


& CO. 


- allen York 17 


Member of the American Association 
of Newspaper Representatives 
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AA Aids Consumer 
Education Service 


To the Editor: Consumer Edu- 
cation Service, founded in 1936 
by the American Home Economics 
Association to assemble source 
material for teachers, students, 
leaders and other workers in con- 
sumer education, includes each 
year as one of its monthly issues 
a News and Comment number. 
News and Comment issues of 
CES consist of extracts from lead- 
ing economic periodicals, business 
magazines, principal news week- 
lies, newspapers and government 
business monthlies. CES prints 
the extracts as a long series of 
direct quotes, with credit and 
without editorial comment. 
Excerpts from ADVERTISING AGE 
have been included in these issues 
of CES, since permission to make 


eer Le Bee 


This department is a reader’s forum. Letters are welcome. 


this use of materials was granted 
early in the history of our pub- 
lication. We wish to express ap- 
preciation of the privilege. You 
can be assured that excerpts will 
be selected so as to transmit faith- 
fully the philosophy and attitude 
of the article. Consumer educa- 
tion needs up-to-date economic in- 
formation more today than ever 
before. 


Mrs. MARGARET D. THOMPSON, 
Editor, Consumer Education 
Service, American Home Eco- 
nomics Association, Washing- 
ton, DC. 
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Thinks Ad Manager 


Ought to Know Selling 
To the Editor: It looks as 

though the article on the status 

of an advertising manager (AA, 


March 4 and March 25) has 
brought up the long forgotten pot 
to a boil, but what has been said, 
up to now, has not added any 
necessary ingredients to the stew. 

What has not been said is that 
the advertising manager must 
know selling in type. Therefore, 
he must not only be able to write 
selling copy, but also to judge it 
when it is offered by the adver- 
tising agency. 

He really ought to know as 
much (or more) about selling than 
the usually higher paid sales man- 
ager. 

He should be skilled in guiding 
the advertising program to con- 
form with the selling and sales 
promotional program, or have the 
strength to convince his associates 
that the selling and promotional 
programs should tie-in with the 
advertising program. (Rarely 


@ Advertisers throughout the nation believe in the Chicago 
Daily News. They believe in the substantiality of its char- 
acter as Chicago’s preferred HOME newspaper. They believe 
in the substantial buying power of the Daily News selected 


mass circulation audience. 


e Year in and year out this faith in the Daily News has 
paid advertisers well. Indeed, so profitable has been their 
response from the Daily News advertising columns that, 
for 45 consecutive years, they have placed more Total Dis- 
play linage in the Daily News than in any other Chicago 
newspaper— morning, evening or Sunday.* A record that 
conclusively testifies to the confidence business men have 


in the Daily News as a productive advertising medium. 


e And, looking to the future, a recent independent survey 
was conducted exclusively among regular readers of the 
Daily News. It represented a valid cross-section, house-to- 
house sampling. It revealed the Daily News families to be 
one of the most important post-war buying groups in America 


that can be reached—and sold—through a single newspaper! 


*For fair comparison, liquor linage omitted since the Chicago 
Daily News does not accept advertising for alcoholic beverages. 


CHICAGO DAILY NEWS 


For 70 Years Chicagos WOME Newspaper 


JOHN S. KNIGHT, Publisher 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 


LOS ANGELES OFFICE: 606 South Hill Street 


e "DETROIT OFFICE: 407 Free Press Bldg. 


ago Daly News 


NEW YORE OFFICE: 9 Rockefeller Plaza 
SAN FRANCISCO OFFICE: Hobart Building 
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done. Usually, the advertising 
shoots off on one direction, the 
promotional program in another, 
and the selling program in still 
another.) 

He should know that he is 
pressed on three sides. The ad- 
vertising agency (which can and 
often does present some screwy 
ideas), the sales department 
(which thinks that advertising is 
a useless waste) and the executive 
committee (most of the members 
of these are persuaded by the ideas 
of their wives) are the pressure 
factors. He must be able to bring 
his ideas through these pressures 
clean and whole. 

He should be qualified as an 
idea man, a copy man, a layout 
man, and a purchasing agent. He 
should know all about type, half- 
tones and line drawings. 

He must know what is needed 
in the internal house organ, and 
what will click in the external 
house organ. He must know trade 
and consumer papers, and be able 
to evaluate them, and without 
agency help. 

He must know how to write 
press releases, and articles for 
trade papers. 

An advertising manager who 
knows his skills is a workman 
who must do many “office boy” 
chores, but is too damn busy in 
other important things to bother 
about being classed as an execu- 
tive. 

GEORGE J. HUGHES, 

Director of Public Relations, 

March of Progress, Glen 

Ellyn, Ill. 

[Editor’s Note: We don’t agree 
that a good advertising manager 
must be a good technician who can 
write his own ads and press re- 
leases, but it seems obvious that 
he must know his selling! ] 
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Uses Bonus Material 

To the Editor: Do let me thank 
you and express my sincere ap- 
preciation for the editorial work 
in digging up all the information 
you so aptly reproduced in Section 
2 of your March 18 issue under 
the heading: “Agencies Expand 
Profit-Sharing and Bonus Plan.” I 
read every word of this over the 
weekend and found it most in- 
teresting. I believe it will be 
profitable to us in our own future 
operations along these lines. 


RuSSELL C. RONALDs, 


President, Ronalds Advertis- 
ing Agency, Montreal, Que. 


MATERNITY 
Style Book FREE 


LANE” BRYANT Maternity clothes help conceal 
your condition and keep you smartly dressed through 
your entire pregnancy. Designed to adjust easily to 
your changing figure. Free Style Book offers a wide 
selection of frocks, corsets, supporters, brassieres, 
underwear. Everything for baby, too. All low priced. 

Send coupon now for your copy of this. FREE 
Style Book, mailed to you in a plain wrapper. 


ane Aryant 


752 EAST MARKET ST. « INDIANAPOLIS 17, IND 


ADDRES 


Dept.18-C 
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TOMBSTONES 
DIRECT TO YOU $995 
$a up 


Ge ine eo Rochdale 
nume: larkers. Satis- 
faction or MONEY BACK. EASY 
Freight paid. Write for our Terms 
FREE Catalog and compare prices. 
ROCKDALE MONUMENT CO. 
feet. 722 JOLIET , LINCS 


Cradle to the Grave 
To the Editor: “The Lord giveth 
and the Lord taketh away. Blessed 
be the name of the makeup man!’’ 
CHET SLOANE, 
Friend Sloane, Advertising, 
New York. 


vvweeéesgy 
Brewery Official 
Criticises Copy 
To the Editor: I am writing 
you this letter anonymously, as it 
contains some criticisms of my 
colleagues to which I would not 
like my name attached. I was 
most impressed with and inter- 
ested in the article in Creative 
Man’s Corner some weeks ago con- 
cerning the Pabst beer advertising, 
in which it was severely critical 
of Pabst Breweries’ advertising, 
and in addition in which it com- 
plained of the bad quality of most 
beer advertising. 
The beer industry is quite re- 
markable in the large number of 
firms which are substantial ad- 
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vertisers, there being some 469 
breweries in America, of which I 
would say at least 50 are substan- 
tial advertisers spending upwards 
of $500,000 to probably close to 
$3,000,000 or more per year in 
advertising individually. 

Unfortunately, many brewers 
still think the best way to adver- 
tise is to print their name in as 
large print as possible, preferably 
accompanied by a glass of beer or 
a bottle. This might be good ad- 
vertising for the brewing industry 
to increase the consumption of 
beer, but it certainly is not, in the 
opinion of the writer (an execu- 
tive in this industry) the way in 
which to increase the consumption 
of any one particular brand. 

I am wondering if. you might 
not run an article of comment fol- 
lowing up your criticism of Pabst 
pointing out the brewers which 
you think have done a good job, 
and which have not. Perhaps the 
second part would be left out so 
as not to antagonize too many of 
your subscribers. I sincerely think 
that ‘the brewing industry would 
be a good “guinea pig” for such 
an article because of the large 
number of firms represented. 

For your convenience, I am at- 
taching a list showing who are 
the major brewers in the United 
States and what markets they 
serve. This includes only some of 
the 469 firms, but would give you 
the basis of an interesting study 
and article. I am sending you this 
information because 1 thought it 
might be interesting for you to 
follow up further the comments 
of your writer. 

AN EXECUTIVE IN THE BREWING 

INDUSTRY. 

* ¥F 


Only Half of 


Story Was Told 

To the Editor: I read in ADvER- 
TISING AGE a report on the radio 
conference at Oklahoma City and 
the tirade of criticism against 
radio advertising and advertisers 
by Arch Oboler, which was 
heartily endorsed by Paul Walker, 
of FCC. 

Our media director, Monty 
Mann, attended the conference and 
reported to me that Oboler’s opin- 
ion was militantly challenged by 
Willard D. Egolf, an official of the 
National Association of Broadcast- 
ers, Washington, D. C., formerly 
of Radio Station KVOO, Tulsa. 
Monty said it was quite a show 
and that the applause was about 
equally divided between the two 
“debaters,” with college students 
applauding Oboler, either because 
of the glamor of his name or be- 
cause they agreed with his senti- 
ments. I am inclined to believe it 
was the former. 

Anyhow, it would have been in- 
teresting to those disagreeing with 
Oboler and Walker if the remarks 
of Egolf had been reported. Could 
it be that your resident reporter 
at Oklahoma U. (if such you 
have) was responsible for “sup- 
pressing” part of the news? 

RayYMonpD P. LOCKE, 

President, Tracy-Locke Com- 

pany, Inc., Dallas. 

[Editor’s Note: Could be, and 
we're sorry. | 
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Reply to Leo 

To the Editor: Here’s my reply 
to that letter from Leo McCusker 
of Kip Corporation, Los Angeles, 
which was published in your Voice 
column a couple of weeks ago: 
“Dear Leo: 

“Absence from the city accounts 
for my failure to answer more 
promptly your welcome note. 

“It is not often that I have an 
opportunity to pose with three 
beautiful women and a publisher. 
In the confusion I switched that 
‘coke’ to my left hand... or, it 
might have been due to the fact 
that I was a very active Elk in 
my earlier days—an Elk always 
keeps his right hand free to ex- 
tend to a Brother in distress. 

“Here, in the office, we all got 


quite a ‘kick’ out of your letter 
to ADVERTISING AGE which they 
thought good enough to publish 
with an editor’s note.” 

LiLoyp MAXWELL, 
Vice - President, Roche, Wil- 
liams & Cleary, Chicago. 

. & 9 


Answers Copy Cub 

To the Editor: Copy Cub left 
the door wide open when he 
cracked, “If you’re talking about 
advertising women, you don’t 
have to tell them—they’ll tell 


you.” 

I’m coming right in with the 
old gag “You can always tell an 
advertising man—but you can’t 
tell him much.” 

GENE McCaice, 

David C. Cook Publishing 

Company, Elgin, Ill. 
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Finds Billings Handy 


To the Editor: Again ApvERTIs- 
ING AGE rings the bell with a swell 
job on the second section this 
week. (Leading magazine, farm 


paper and radio advertisers.) It 
is well compiled and easy to use. 
What’s more it’s in a handy form, 
and no doubt will be referred to 
hundreds of times by the men in 
advertising who must keep abreast 
of trends. 

I have often wondered why some 
publisher did not compile graphs 
and tabulations of vital statistics 
into a usable form, say every six 
months. I for one would welcome 
this method of running accounts. 
What a picture they would give, 
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besides it would save my ADVER- 
TISING AGE copies from mutilation. 
Harotp Barns, 
Los Angeles. 
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Asks Definition 
To the Editor: Can you advise 
us if there is a standard definition 
for full position and, if so, where 
this definition may be obtained? 
H. D. PEARMAN, 
Manager, Beaumont and Hoh- 
man, Kansas City, Mo. 
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HOLE IN" YOUR NATIONAL 
AUTOMOTIVE 
COVERAG | 


& ll 


the majority of important 
- CAR. DEALERS, GARAGES 
-and SERVICE STATIONS 


America’s fastest growing 
automotive market 


26th YEAR OF PUBLICATION | 
21,000 Copies Monthly — 


Reaching practically every 
JOBBER, DISTRIBUTOR | 


and 


In 19 Southern and 
Southwestern States 


THE ONLY ADEQUATE 


ON DOLLAR 


COVERAGE OF 30% OF 
THE NATION’S VEHICLES 


The South and Southwest is a tremendous auto- 


motive market. 


It includes 30% of the nation’s 


motor vehicles. Good roads—year-round climate— 
increasing agricultural and industrial activities— 


mean full time operation of cars and trucks. 
S. A. J.’s 21,000 copies monthly, largest circula- 
tion in its 25 years of publication, blanket this 


great and growing market —the small towns as 


well as the larger cities. It is in the small towns 
of the South where 71% of Southern motor 
vehicles are bought, repaired and serviced. 


No other automotive publication or combination 


of publications will give you this coverage. In- 
clude S.A. J. on your national schedule—the only 
way to reach the South and Southwest—a big slice 
of the national automotive market. 


@ SOUTHERN AUTOMOTIVE JOURNAL 


W. R. C. SMITH PUBLISHING COMPANY 


: Grant Building 


Atlanta 3, Ga. 
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The government grain order 
may reduce the production of beer 
by 30%, but it probably won’t re- 
sult in a proportionate cut in ad- 
vertising. Some brewers intend to 
improve their competitive sales 
positions by reducing advertising 
expenditures little, if at all. 

Jacob Ruppert, Brewer, New 
York, which in 1945 sharply re- 
versed a generally downward sales 
trend of the last decade, boosted 
its advertising budget from about 
$1,100,000 in 1945 to more than 
$1,500,000 for 1946. With the pro- 
duction curtailment, the Ruppert 
1946 budget has beem cut only 
about 10%, or $150,000, which still 
leaves it about $300,000 larger 
than for 1945. 

More than 25% of the budget 
is spent in point of purchase ad- 
vertising. The remainder goes to 
newspapers, radio, various forms 
of outdoor, magazines and busi- 


ness papers, through Ruthrauff & 
Ryan. 


The United States Brewers 
Foundation may say something 
emphatically in advertising soon, 
through J. Walter Thompson Com- 
pany, on the fact that the wheat 
order, as it relates to the brewing 
industry, will save only eight ten- 
thousandths of 1% of the nation’s 
wheat crop for famine-stricken 
peoples overseas. The basic grain 
for beer and ale is barley, which 
has not been restricted. The foun- 
dation is concerned with the grow- 
ing flood of Canadian, Mexican 
and Dutch beer into U. S. mar- 
kets. 

% * * 

Recently-returned Paul C. Smith, 
firebrand editor of the San Fran- 
cisco Chronicle, last week denied 
to AA rumors that he was about 
to purchase the paper. But he 


was not so quick to deny that such 
a move might come in the future. 

Listed as a possible backer of 
any deal Smith might make for 
the Chronicle was Herbert Hoover, 
long an enthusiastic admirer of 
Smith’s journalistic jousting. 

A thorn in the Hearst side, in his 
original bailiwick of San Fran- 
cisco, the Chronicle lags behind 
Hearst’s Examiner by some 40,000 
daily circulation, but its 175,000 
daily sales would climb, Smith de- 
clared, if newsprint were avail- 
able. 

* us % 

Duane Jones Company, New 
York advertising agency — which 
in the four years since Mr. Jones 
left Maxon, Inc., with Bab-O and 
a few other accounts has built its 
billings in packaged products from 
less than $1,500,000 to an annual 
basis of $10,000,000—is starting an 
unusual and consistent campaign 
in New York newspapers to wean 
away the accounts of other agen- 
cies, 

The first advertisement tells ad- 
vertisers: “Wanted: Your Worst 


The first commercially successful mechanical 
washing machine was built by Horton, in 1871. 


Washing Machines 


ARE BEING 


The new streamlined ««Diamond Jubilee” models are 
now being built for housewives throughout America. 


BUILT AGAIN 


@ Home laundry equipment is being built in quantity in Fort Wayne today. 
Three quarters of a century ago Horton built the first successful washing 
machine ever built in America. Through the years Horton washers and ironers 
have attained national recognition—nationally advertised— nationally sold 
through regular long-established channels. In 1946—now featuring the 
“Diamond Jubilee” models. As one of the city’s most dependable manufacturing 
plants — Horton employs about 400 workers. 
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FORT WAYNE, INDIANA -— 


REPRESENTATIVES: ALLEN-KLAPP CO, « 


The News-Sentinel is delivered by carrier every week day to 


97.8% of all homes in Fort Wayne. 


‘Che News- Sentinel | 


ayne's Good Evenag” NM 


NEW YORK—CHICAGO-—DETROIT 


Market. All we ask is a six- 
months’ test... with results 
judged solely on the basis of 
profitable sales.” 

The agency has dropped its pub- 
licity department and will use this 
money for the campaign, which 
later may be extended to adver- 
tising business papers. 

About 60% of the agency’s busi- 
ness today is in radio—chiefly soap 
operas for Manhattan Soap, its 
largest Orem, rae Bab-O. 


Doubleday & Pa (formerly 
Doubleday, Doran) is beginning to 
plan a big campaign for its 50th 
anniversary in 1947. One of the 
book publishing industry’s “big 
four,’”’ Doubleday and its affiliates, 
including Book League of America 
and Literary Guild, now spend 
more than $2,000,000 annually in 
advertising and promotion, through 
Franklin Spier, Inc., Schwab & 
Beatty, Walter E. Thwing, Inc., 
and Maxwell Sackheim & Co. 


NBC Issues Video Index 


National Broadcasting Company 
has issued “Television Talk,” a 
pocket-size glossary of television 
engineering and production terms, 
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designed for ready reference by 
television broadcasters, and com- 
piled from the working-day vo- 
cabularies of NBC television tech- 
nical and production personnel. 


Fairbairn Heads Maxon’s 


New Kansas City Office 
Leslie Fairbairn, who started his 

advertising career with Campbell- 

Ewald in 1929 and joined Maxon 


Walter Gross 


11 years ago, has been appointed 
manager of the new office opened 
by Maxon in Kansas City, Mo., 
marking the agency’s seventh of- 
fice. Mr. Fairbairn was recently 
discharged from the Army after 
serving two and a half years in 
the southwest Pacific. Walter Gross 
has been named assistant man- 
ager. 


Leslie Fairbairn 


A DEPARTMENT OF 


The Greatest Selling Power 


The Only New Orleans Station 
Using all these means to 


Build Listenership Continuously 


@ 24-Sheet Posters 

@ Newspaper Advertising 
@ Street Car Dash Signs 
@ Point-of-Sale Displays 


Folks turn first to 


NEW ORLEANS 


50,000 WATTS — CLEAR CHANNEL — CBS AFFILIATE 
Represented Nationally by The Katz Agency, Inc. 


LOYOLA UNIVERSITY 


in the South's Greatest City 


TRY THIS ON YOUR PHONE 


. . . Wrife or Phone for 
one of our Representatives 

—Let us show you samples of work 
we are doing for successful institutions. 


FAITHORN CORPORATION 


- « You will find 
it a satisfying 
number because 
it opens the 
quick, sure way 
to the complete 
and economical 
handling of 
your production 
requirements. 
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New Accounts to Hutzler 


Hutzler Advertising Agency, 
Dayton, O., has been named to 
handle the accounts of Kari-Top 
Company, maker of auto luggage 
carriers, and National Publications. 


Curran Named Young V.P. 


Charles W. Curran, who has 
written screen plays for commer- 
cial subjects and directed two pic- 
tures since his discharge from the 
Navy, has joined Harold Young 
Productions, recently formed mo- 
tion picture and television pro- 


ducing organization, New York, as 
vice-president and associate pro- 
ducer. 


Sterling Changes Name; 


Adds to Statt 
Sterling-Krippens, Inc., Los An- 
geles advertising agency, has 


changed its name to Henry H. 
Sterling, Inc., with Henry H. 
Sterling remaining president. 
John Waltz, recently discharged 
from the Army air forces anima- 
tion division and formerly with 
the Disney and M-G-M animation 


departments, has been appointed 
art director of the agency; and 
Marie Andre, formerly national 
public relations director for the 
Girl Scouts western division, has 
been appointed planning director. 


Wurlitzer Begins Series 
The Rudolph Wurlitzer Com- 
pany, Chicago, has begun a series 
of institutional advertisements in 
newspapers, supplementing its 
regular selling copy ads in cities 
where it has retail stores. The 
new series is built around a “Your 
I. Q. in Music” feature. Advertis- 
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ing for Wurlitzer’s DeKalb accor- 
dian and piano division and retail 
store division has been handled 
since January by Leo Burnett 
Company, Chicago. 


SIGHS OF LONG LIFE*| 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO.| 
Division of 


900 Kibby St. Lima, Ohler une 


“Tredemarks Reg. U.S. Per. OF. 


ae 
We are now all back on a big job! 
0 Amaean LoComonN Mmmorans. Gemgehenneet eagles. 
American 
=— Locomotive 


FULL SPEED AHEAD—To reach em- 
ployes with a “welcome back to work" 
message, American Locomotive Co., 
New York, ran this page ad in the 
Schenectady Union-Star and Schenec- 
tady Gazette on March 26. The ad 
was created and written by the com- 
pany's public relations department. 


50% of Milwaukee 
“Home Builders’ 
Have Funds Ready 


Milwaukee, April 4.—Half of the 
families planning to build new 
homes in Milwaukee and suburbs 
have savings to make their dreams 
come true and 24% already have 
purchased their lots, the 1946 con- 
sumer analysis of the greater Mil- 
waukee market by the Milwaukee 
Journal has disclosed. 

Results of the housing section of 
the Journal’s annual market an- 
alysis were disclosed ahead of 
publication of the whole report 
because of the tremendous interest 
in housing. 

Rising building costs and higher 
labor rates caused a marked 
change in the answers on the price 
class of homes to be built. While 
48.4% of those planning to build 
expressed preference in the 1945 
survey for a house in the $4,000 
to $6,000 bracket, the 1946 survey 
showed that the highest percent- 
age, 38%, was for a house in the 
$6,000 to $8,000 class. 

Of those expecting to build, 
77.2% declared that they wouldn’t 
build until 1947. Only 22.8% said 
they expected to build this year. 
Under new building restrictions by 
the government few of the 22.8% 
will be able to build in 1946 un- 
less they are returned veterans. 

In the 1946 survey 18% of those 
asked said they planned to build a 
new home. In the 1945 survey 
48.2% said they expected to buy 
or build. Building difficulties and 
restrictions are believed respon- 
sible for the decline in optimism. 


Sponsor Radio-Video 
Summer Institute 


Radio Station WLW and the 
College of Music of Cincinnati 
will sponsor the first annual 
Radio-Television Summer Institute 
from June 17 to July 27, in Cin- 
cinnati. Total fee for the course 
is $50, and three credits will be 


‘granted for attendance at 80% of 


the sessions. 

Courses in television, radio pro- 
duction, educational broadcasting, 
radio advertising, public service 
broadcasts and radio drama and 
production will be given by ex- 
perienced teachers in the radio 
courses of the College of Music. 


P Every 
E pusiness P*9 


The preferred source 
of daily business news 
for management men in 
the nation’s greatest 

industrial area— 
the Central West. 


Ta diamond ring on the third 
finger of her left hand marks the be- 


ginning of her chosen career. Her 


course is clear from the gayety of the 
honeymoon to the gracefulness of old 
age. She will find her happiness in 


marriage, motherhood, and a home. 


The readership of SECRETS consists 
of over a million young home-career 
women. Most of them—82.3 %—have 


67 West 44th Street 
New York 18, N. Y. 


a wedding band now. That's because 
SECRETS is exclusively edited for pro- 


gressive young wives and mothers — 


mers because they are the marrying kind. 


<>} 


100 North LeSaile St. 
Chicago 2, IHinols 


403 West 8th Street 
Los Angeles 14, Calif. 


those who are aggressively interested in the improvement of themselves, their families, and homes. 


SECRETS delivers this specific market of over a million young women—all with one ambition, 
one plan, one goal. A message addressed to one of them interests and appeals to all. They are great 


consumers because they are from 18 to 35 — the peak purchasing years. They are your best custo- 
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New Radio Station Opens 


KTMC, McAlester, Okla., began 
operation at 1400 kilocycles on 
March 18. The new station is 
affiliated with American Broad- 
casting Company. 


Robbins Names Mills 


C. Allen Mills has been named 
to succeed the late R. A. Barbour 
as sales manager of Robbins & 
Myers Company of Canada, Brant- 
ford, Ont., manufacturer of elec- 
‘tric motors and fans. 


Columbus Admen 
Give Scholarships 


in Essay Contest 


Columbus, O., April 2.—A con- 
test to promote interest in modern 
advertising and its methods is be- 
ing sponsored for senior high 
school students by the Advertising 
Club of the Columbus Chamber 
of Commerce. 


“ 


THE KEYS 
TO PRESIDENTS’ MINDS 
* + + + DUN’S REVIEW 


MORE 


4 


features 


..- and wadett th 


THE CHICAGO SUN 


400 West Madison St., Chicago 6, Ill. « 250 Park Ave., New York 17, N. Y. 


National Represéntatives: THE BRANHAM COMPANY 
CHICAGO: 360 North Michigan Avenue » NEW YORK: 230 Park Avenue 


Atlanta» Charlotte+ Dallas» Detroit» Kansas City «Los Angeles « Memphis + St. Lonis +San Francisco 


Manuscripts not exceeding 1,000 
words on “How Advertising Af- 
fects Our Lives” will be sub- 
mitted by public, private and 
parochial school students in Frank- 
lin County. Scholarships of $300, 
$150 and $75 in any college or uni- 
versity of the winners’ choice are 
offered as prizes. Contest closes 
May 1. 


Work with Schools 


Raymond S. Cram, promotion 
manager of the Columbus Dispatch 
and a former president of the Na- 
tional Newspaper Promotion As- 
sociation, is handling promotional 
work on the contest, with the as- 
sistance of the club’s educational 
committee, of which he is chair- 
man, 

The club is working closely with 
school authorities on the contest, 
according to Gordon T. Gardner 
of the Columbus Dispatch, club 
president. A committee of judges 
will be named from Columbus 
business, educational and profes- 
sional organizations to select: the 
winning essays. 


COLUMBUS CLUB SPONSORS CONTEST—The educational committee of the 
Columbus Ad Club and representatives of public and parochial schools of 
Columbus and Franklin County, O., go over plans for the club's essay scholar- 


ship contest. Seated, left to right, are: Robert Greenlee, Battelle Memorial 

Institute; Gordon Gardner, Columbus Dispatch; L. K. Replogle, assistant super- 

intendent, public schools; Raymond Cram, Columbus Dispatch, chairman; 

Father Robert Harwick, parochial schools; E. N. Sloan, and Herb Welch, WELD. 

Standing: D. G. Starkey, Chamber of Commerce; M. E. Tharp, Dispatch; Wil- 

liam Planson, Trowbridge Printing Co.; R. R. Vance, Ohio Printers Federation, 
and Jerry Newman, Union Fork & Hoe Co. 


Appoints Poyntz Pratt to Gibbons 


Dee ’n’ Cee Toy Company, To- 


Pratt Food Company of Canada, 


ronto, has named Alford R. Poyntz,|Guelph, Ont., has appointed J. J. 
Toronto agency, to handle its ad-|Gibbons, Toronto, to direct its ad- 


vertising. 


vertising. 


. “ 


is definitely “big league.” 


_ able advertising results. 


*Source: Crops and Markets, U. S. 
Department of Agriculture, October 
1945. 


**December Issue, 1945. 
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Read by more 
than 961,000 
southern farm 
families. 
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On the basis of SPENDABLE INCOME 


Not how many dollars but how many dollars 
net... that’s the real measure of a market. 
On this basis Southern Agriculturist’s market Z — 


Official* figures show the 16 states in which 
Southern Agriculturist’s over 961,000 circu- 
lation** concentrates, have 35.6% of the 
spendable income of agricultural America... 
$4,439,270,000. That is net income! 


‘Your advertising in Southern Agriculturist 
therefore covers a market with plenty of 
spendable dollars . . . and that assures profit- 


Southern Agriculturist’s Market Is Outstanding 
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CBS Stations 
Circulate New 


Program Ideas 


Los Angeles, April 3.— The 
Pacific Coast division of Columbia 
Broadcasting System has origi- 
nated a “circulating library” of 
program ideas for the 23 western 
CBS stations. 

Special looseleaf binders have 
been mailed to the stations, con- 
taining highlights of local pro- 
grams that have proved successful 
and that may be adapted effec- 
tively in other localities. The pro- 
gram exchange idea was developed 
by Edwin W. Buckalew, field man- 
ager of station relations for the 
division. 

Mimeographed material con- 
tained in the binders sent to mem- 
ber stations contains, on each 
page, such information ona 
local program as the call letters 
of the originating station, type 
of program, description of the 
format, length, air time, cost, 
sponsor, restrictions on use and 
other pertinent information. As 
usable new program ideas arise, 
the stations will forward the in- 
formation to Mr. Buckalew’s of- 


fice at Station KNX, Hollywood, |. 


and he will prepare it for mailing 
to other stations. 


Eastern Promotion 
for Ethyl Cleaner 


New York, April 3.— Display 
advertising and comic strips rang- 
ing from 800 to i30 lines will be 
used in more than 100 newspapers 
in the eastern United States by 
the Ethyl Specialties Corporation 
for promotion of the new Ethyl 
cleaner (AA, March 11). 

In addition to the 13-week 
spring newspaper campaign, an 
unbroken series of one-minute 
spots and chain breaks will be 
used for a period extending into 
the fall of 1946. A similar 13-week 
newspaper campaign is to be 
placed at the beginning of the 
fall season. 

Advertising for Ethyl Special- 
ties, a wholly owned subsidiary of 
Ethyl Corporation, is being placed 
by Batten, Barton, Durstine & Os- 
born, New York. Although adver- 
tising expenditures for Ethyl 
cleaner were not disclosed, the 
campaign was described as un- 
usually strong. 

Supplementing the newspaper 
and radio promotion, trade pub- 
lications will be used, the agency 
said, as well as local point of sale 
promotion, 

The campaigns will cover the 
eastern states as far west as In- 


diana and as far south as Ken- 


tucky. 


Windsor Wax Appoints 
Windsor Wax Company, Ho- 
boken, N. J., maker of wax prod- 
ucts for the home, industry and 
institutions, has placed its adver-| 
tising with Kiesewetter, Wetterau | 
& Baker, New York. 


Auto makers used to tell the oil refining 
industry to give them a certain octane gas 


to accommodate motors of predetermined 
design. Now the refining people are in the 
driver’s seat. Motors are being designed to 
use the higher octane gas that the refining 
industry is equipping to make standard. 


In the process of bringing all refinery 
plants on a par with the few big plants that 
produced 100-octane gas for war aviation, 
the oil refining industry will have to spend 
three billion dollars for equipment. Ask 
the nearest representative of PETROLEUM 
Reriner for details. (Offices in Houston, 
New York, Cleveland, Chicago, Tulsa, Les 
Angeles.) 


Ad Group Elects Officers 


John W. Shleppey of Shleppey 
Outdoor Advertising Company has 
been elected president of the Tulsa 
Advertising Federation, with Merle 
Blakely, Carter Oil Company, first 
vice-president; Leslie S. Hauger, 
Watts Payne Advertising Agency, 
second vice-president, and Edwin 
S. Vincil, Vincil Company, secre- 
tary-treasurer. 

New directors are Mr. Hauger 
and Gustav Brandborg, retiring 
president, Tom Lottinville, Tom 
Herrick, Paul Currubia, Roscoe 
Adams, Taft Welch and Pete 
Hausher. 


Appoints Franklin 

Sharon Bolt & Screw Company, 
Boston, manufacturer of hardware 
supplies, has named the Franklin 
Advertising Service, Boston, to 
handle its advertising. 


Strathmore Boosts Two 


George E. Williamson, formerly 
vice-president of Strathmore Paper 
Company, West Springfield, Mass., 
has been elected president. Henry 
E. Riggs, previously advertising 
manager of the company, has been 
appointed sales manager. - 


Stanley Boosts O’Brien 


George E. O’Brien, salesman for 
Stanley Works, New Britain, 
Conn., for the past 25 years, has 
been promoted to district sales 
manager of the Chicago office of 
the steeling strapping division. 


To Lamb, Smith & Keen 


Ice Cream Merchandising Insti- 
tute, with headquarters in Wash- 
ington, has appointed Lamb, Smith 
& Keen, Philadelphia, to handle its 


advertising. 


Drug & Cosmetic 


INDUSTRY 


Covers a bright spot in 
the post-war industrial 
market. 


Also Publisher of Beauty Fashion 


* MARGARET WHITING 
* THE MELODY MAIDS 


* HENRY SYLVERN & 


ORCHESTRA 


Fifteen minutes of the smoothest entertainment 
ever available for local and regional sponsors. 
Currently produced in New York on a five-per- 


week basis. Released March 


Ist in eighty-two 


markets. Write for availabilities. 


% HENRY SYLVERN 
leads the smoothest 
strings you ever heard. § 


OTHER CURRENT ZIV SHOWS: e 
e PLEASURE PARADE e 
EASY ACES e 


GIRLS ®@ 


SONGS OF GOOD CHEER 
OLD CORRAL e 


* BARRY WOOD-—your singing host. 


% MARGARET WHITING — the “It 
Might As Well Be Spring”’ star. 


2 Re 


y 


FREDERIC WW. 


. 2 mM PAN YF 


1529 MADISON ROAD - CINCINNATI, OHIO 


NEW YORK + CHICAGO 
HOLLYWOOD 


% THE MELODY MAIDS 
three gorgeous voices 
blended in smooth har- 
mony. 


SINCERELY KENNY BAKER @ BOSTON BLACKIE © MANHUNT 


e THE KORN KOBBLERS e CALLING ALL 


WASHINGTON VIEWS AND INTERVIEWS 
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Pra. <a 


Armed Forces 


E. J. McFadden (Army) has 
been appointed sales manager for 
General Electric water heaters in 
the range and water heater divi- 
sions of the General Electric Com- 
pany, Bridgeport, Conn. 

Lt. H. A. Donderi (USNR) has 
returned to his former position as 
art director of United States Rub- 


ber Company, New York. 

Walter T. Bonney (AAF) has re- 
turned to Bell Aircraft Corpora- 
tion, Buffalo, as public relations 
director. 

Byron B. Loomis (Navy) has 
been appointed personnel and pub- 
lic relations manager of Colonial 
Beacon Oil Company, Boston. 

Fred Bager (Navy) has returned 
to Scott-Telander, Milwaukee 
agency, as art director. 


Two Vets Return 


Lt. Milton S. Johnston Jr. 
(Navy) has rejoined the sales de- 
partment of the paraffined carton 


3 


RING THE BELL with OSL. 


Here’s why a schedule in the Ohio Select List assures sales action: 


1. BILLION-DOLLAR MARKET: Retail sales in the 58 counties covered 
by the 49 Ohio Select List newspapers better that figure. 

2. IMMEDIATE SALES: Local merchants are handy. 

3. STABILIZED AUDIENCE: Folks in these towns stay put. 


4. COVER-TO-COVER READER- 
SHIP: The hometown news- 
paper is a best seller. 

5. MERCHANDISABLE COVER- 

AGE: You get it in 58 of 

Ohio’s 88 counties with one 

order, one check. 


OHIO SELECT LIST NEWSPAPERS 


JOHN W. CULLEN CO. 


CHICAGO 
CLEVELAND 


PUBLISHERS’ REPRESENTATIVE 


NEW YORK | 
COLUMBUS 


division of Gardner-Richardson 
Company, Middletown, O. Capt. 
R. B. Worfford has returned to the 
general sales office of the folding 
box division, Middletown. 

Lt. Duncan Kelly (Navy) has 
rejoined Birds Eye-Snider as dis- 
trict sales manager in Los Angeles. 

Lt. Eugene J. McGlynn (Navy) 
has joined United Cigar-Whelan 
Stores Corporation, New York, as 
—_— to the advertising direc- 
or. 

Emory Ward (Army) has joined 
Morse International, New York 
agency, as account executive and 
supervisor. 

Maj. William G. Mennen Jr. 
(Army) has returned to his post 
as treasurer of the Mennen Com- 
pany, Newark. 

Maj. Irving M. Moss (Army) 
has joined Rodgers & Brown, New 
York, as head of the radio depart- 
ment. 

Capt. Marion Law Jr. (AAF) 
has joined the public relations and 
publicity department of J. M. 
Mathes, New York. 


Joins Creative Staff- - 


Capt. Edward H. Hale (Army) 
has joined the creative staff of 
Green-Brodie, New York agency, 


Fae 
Poi 3 
a, 


to specialize in copywriting and 
editorial work. 

Lt. Comdr. W. Marshall Shep- 
perd has returned to United States 
Tobacco Company, New York, in 
an executive capacity. 

Lt. Norman B. Norman (Navy) 
has been named executive vice- 
president in charge of package 
products for Norman A. Mack & 
Co., New York. 

Lt. Stanley I. Fishel (USCG) 
has returned to Jasper, Lynch & 
Fishel, New York, as vice-presi- 
dent and treasurer. 

Irving Silverstein (Army) has 
joined the FR Corporation, New 
York, as assistant advertising man- 
ager. 

Alvin L. Krieg (Army) has 
joined the public relations depart- 
ment of American Steel & Wire 
Company, Cleveland subsidiary of 
U. S. Steel. 

Banning Repplier (Army) has 
joined Lionel Corporation, New 
York, as assistant advertising man- 
ager. 

Lt. Col. Norman S. Hall (AAF) 
has been appointed assistant sales 
manager of Pacific Press, Inc., Los 
Angeles. 

Douglas H. Dyer (Navy) has 
joined the staff of Reincke, Meyer 
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& Finn, Chicago, to handle indus- 
trial merchandising and promo- 
tion. 

John K. Frazier (Navy) has 
been named supervisor of training 
for the field organization of Gen- 
eral Foods Sales Company, New 
York, a unit of General Foods 
Corporation. He succeeds W. L. 
Kater, now district sales manager 
in Denver. 


Returns to Former Post 


Lt. J. Arthur Jenkisson (Army) 
has returned to his former position 
as advertising and sales promo- 
tion manager of the Greyvan 
Lines, Chicago, subsidiary of the 
Greyhound Corporation. 

James A. Rasley Jr. (Army) has 
been appointed production direc- 
tor of Lyon Advertising Agency, 
Cedar Rapids. 

Three ex-servicemen to join the 
San Francisco Chronicle are A. 
Smith Freber (USNR) in the ad- 
vertising promotion and research 
department, Ferdinand Thieriot 
(Army) on the retail display staff, 
and Anthony Frombolo (RCAF) in 
the merchandising department. 

H. Jack Mengle (AAF) has been 
appointed production manager for 
all media, exclusive of radio, of 


IMPORTANT NOTICE 


to Agencies and Advertisers in 


SALT LAKE CITY — 
and NEW ORLEANS | 


This is to announce that, as part of a national 


studio will soon stage an intensely interesting 
Sonovox audition in Salt Lake City — that, 


simultaneously, our Chicago studio will make 


tour now going on, the Hollywood Sonovox . 


show you specific proven Sonovox applications 
—how Sonovox actually increases Sponsor 
Identification an average of 44%—how it can 


make radio far more effective, at very low cost. 


ABC 


: AMERICAN 
f Broadcasting 


al wr Company 
PRI JEE 


ie 


Forward Step No. 1: 


THE FOSHAY TOWER: ee 
Twin Cities Tallest Building +4>g 


Future Site of 
WTCN's FM & Television 
Installation 


FREE AND PETERS National Representatives 


a similar showing in New Orleans. 


Sonovox is the secret of the Lifebuoy talking 
foghorn, the Bromo-Seltzer talking locomotive, 
and many other spectacular radio applications 
you have heard used by important national 


advertisers. But now Sonovox is not confined 


tour is to introduce Sonovox for use by selected, 


blue-ribbon sectional and local advertisers—to 


WRIGHT- 
— SONOVOX, 


“Talking and Singing Sound” 
FREE & PETERS, INC. 


Exclusive National Representatives 


Don’t miss this unique chance to see and hear 
Sonovox in your own city and with your own 
agency-men (or your clients). In addition to 
being a wonderful show, it will give you a 
dozen ideas for putting new life, new appeal, 
new value into your radio efforts. Mail the 


coupon today. A rare treat awaits you. 


exclusively to national accounts. Our present 


USE THIS COUPON! 


WRIGHT-SONOVOX, INC. 

For Salt Lake City, address: 6331 Hollywood Blvd., 
Hollywood 

For New Orleans, address: 180 N. Michigan Avenue, 
Chicago 

I would be interested in seeing and hearing a Sonovox 

audition in Salt Lake City [] New Orleans []. We are 

using radio (or considering its use) for advertising 

(product). 


INC. 
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Please notify me of the dates and places in which audi- 
tions will be held. No obligations, of course. 
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Backes, Weisbeck & Besig, Buffalo. 
William L. Meese (AAF) has been 
named art director. 

Lt. Richard M. Howland (Navy) 
has joined the New York adver- 
tising staff of Redbook. 

Barry Urdang (AAF) has joined 
the New York Times as assistant 
promotion manager. ‘ 

Bill Parker (Navy) has returned 
to WBT, Charlotte, N. C., as sales 
manager. Bob Covington (AAF) 
has been. appointed promotion 
manager. 

Samuel E. Eby (AAF) has 
joined Adam F. Eby & Associates, 
Buffalo, as an associate. 


Joins Triangle Agency 


Orville Sheldon (Army) has 
joined the Triangle Advertising 
Agency, Chicago, as art director. 

Gordon Horsfall (Army) has 
been appointed sales manager of 
the Aeronautical Digest Publishing 
Corporation, New York. 

Carlton H. Sieck (Army) has 
rejoined H. Charles Sieck, Inc., 
Los Angeles, as production man- 
ager and secretary of the corpora- 
tion. 

James A. Scott (AAF) has been 
appointed account executive of Ad 
Fried Advertising Agency, Oak- 
land, Cal. 

Joseph P. Giacona (Army) has 
joined Mercready & Co., Newark, 
as assistant to the art director. 


Watson Returns to GF 


Bruce Watson (Navy) has re- 
turned to General Foods Corpora- 
tion, New York, as staff assistant 
in charge of stockholder relations 
in the public relations department. 

Capt. William Byrne has re- 
joined Paris & Peart, New York, 
as junior account executive. Capt. 
Frank Stich has been named as- 
sistant to Remus Harris, account 
executive. 

Roy Harrison (Army) has been 
appointed junior account execu- 
tive of Kemmerrer, Inc., Holly- 
wood. 

Lt. Charles J. Jose (Army) has 
returned to the national advertis- 
ing staff of the New York World- 
Telegram, 

Lt. Col. C. R. Yeager has joined 
the Durham, N. C., office of Har- 
vey-Massengale, with headquart- 
ers in Atlanta, Ga. 


Parents’ Names Scott 


Gladys R. Scott (Wac) has been 
appointed director of public rela- 
tions and publicity of Parents’ 
Institute, New York. 

Lt. Col. James G. Parks has re- 
sumed his duties as national ad- 
vertising manager of the Mont- 
gomery Advertiser and the Ala- 
bama Journal, Montgomery, Ala. 

Capt. Frank Bandy Jr. has 
joined the staff of Moss & Arnold 
Company, New York. 

Kenneth L. Geelhood (Marine) 
has joined the western advertising 
office of Motor, New York, and 
will represent Motor in the middle 
western territory. 

Alfred J. Houghton (Army) has 
rejoined the Case-Shepperd-Mann 
Publishing Corporation, New York, 
as eastern representative, handling 
Water Works Engineering, Sewage 
Works Engineering, Fire Engineer- 
ing and Electricity on the Farm. 

Capt. Keith S. Campbell will re- 


500,000 


STOCK 


PHOTOS 


oak 


WRITE FOR INFORMATION © 


KAUFMANN & FABRY CO. 


425 S. WABASH AVENUE 
Cn. | 


turn to Swigart Paper Company, 
Chicago, as advertising manager 
upon completion of his terminal 
leave. 

William K. McDaniel (Navy) 
has returned to KMPC, Los An- 
geles, as account executive. 

Comdr. Donald Watt Gardner 
has been appointed advertising 
manager of the Boston News Bu- 
reau, New England business and 
financial daily. 

Arthur Hansen (Navy), Edward 
Byk (AAF), Wilbur Abbott (Navy) 
and Lloyd Fowler (Army) have 
joined the subscription sales de- 
partment of the New York Journal 
of Commerce. Harold Lipsom 
(Navy) has joined the paper’s 
circulation promotion department. 


Putman Adds to Statf 


John C. Vaaler, for many years 
associated with makers of control 
instruments for the chemical and 


food processing fields, has joined 
the editorial staff of Chemical Pre- 
view and Food Preview, published 
by Putman Publishing Company, 
Chicago. Don Cummins, formerly 
with Apparel Arts and Esquire, 
has been named New England rep- 
resentative for the Putman pub- 
lications. 


Anthony Joins WJR 

Robert Anthony, formerly pro- 
duction manager for WHN, New 
York, has been appointed pro- 
duction manager for WJR, De- 
troit. 


Nock Joins Smithcraft 


Herbert Nock, formerly with 
General Electric’s apparatus de- 
partment, has been appointed sales 
manager of the Smithcraft light- 
ing division of A. L. Smith Iron 
Company, Chelsea, Mass. 


Standard Oil Ups Four 


D. F. Benton, formerly manager 
of the Rocky Mountain sales di- 
vision of Standard Oil Company 
(Indiana), has been promoted to 
assistant general manager for the 
division, with headquarters in 
Denver. W. B. Egbert, assistant 
manager at Mason City, Ia., has 
been named to manage the Denver 
sales field, and will be succeeded 
by E. A. Tessien, formerly assist- 
ant manager at Billings, Mont. 
A. G. Martin, former sales man- 


59 


ager at Wichita, Kan., succeeds 


Mr. Tessien. 


Features ‘Local’ News 


WCAU, Philadelphia, has sold 
a series of news broadcasts de- 
voted to happenings in Philadel- 
phia, nearby Pennsylvania, Dela- 
ware and New Jersey. Titled 
“Headlines at Home,” the program 
is heard from 6:10 to 6:15 p.m. 
nightly, and is sponsored by the 
Wool Novelty Company, New 
York. 


HARRY E. BURKE STUDIO | 
230 EAST OHIO ST. CHICAGO, ILL. 11 


ARE EFFECTIVE 


CALL SUPERIOR 5994 


"Say! What does th 


is swell new 


Legion Magazine look like 7” 


Oe 


<8 be mee© 
CU 


Od, 


A complete new dress-up! The country’s top-row illus- 
trators, designers and makeup men have dressed the Amer- 
ican Legion Magazine the way it ought to be dressed—like 
a million!—for one of the biggest audiences in the world. 


Brand new fiction—stories edited to click with the Legion’s 


new membership of young men. So many hundreds of thou- 


sands of this war’s veterans are coming into the Legion that 
now the average age of new Legionnaires is twenty-five! 


Well, take a peek —This, in miniature, 
is the cover for April’s American Legion 
Magazine. Topflight artists have created 
a series of them — new, more striking, 
livelier—for the magazine that reaches 
the multi-million man market. 


WHAT 2USSIA THINKS OF US”. by Joseph 8. Phillips 
iY FIGHT FOR THE SOUTH POLE”. by “Senator Caghorn” — 


New on-the-ball articles— Articles that are of special and 
deep concern to millions of veterans. Articles written by men 
who know what they’re talking about—the foremost authori- 
ties—and things veterans want to know about. 


And even new Cartoons—more, bigger and better! These 


and many other new features are on the American Legion 
Magazine’s new bill of fare—for one of the biggest, hungriest 
armies of men in America. Men who want everything! 


The American L E CG I O N Magazine 


the multi-million man market 
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Leaves Whitehall 


Myron J. Folensbee has resigned 
as field promotion manager of 
Whitehall Pharmacal Company, 
New York, to become vice-presi- 
dent of Ritchie & Janvier, Bloom- 
field, N. J., national sales agent. 


Brown Joins Hoefer 


James A. Brown, formerly ac- 
count executive of Kelley & 


Clarke, merchandise broker, and 
recently released from the Navy, 
has joined John H. Hoefer & Co., 
San Francisco, as a general part- 
ner. 


‘|Elects Neff V.P. 


Harold A. Neff, formerly assist- 
ant secretary of Holo-Krome 
Screw Corporation, Hartford, 
Conn., has been elected vice-presi- 
dent of the corporation. 


Rae 


Brother, they just dont skip meals here! 


NEITHER do they skip their weekly hometown newspaper! 
Each is a must to the 68,953,378 consumers in this great market 
of farms and small towns. They buy 82% of their food in 
community stores. They read avidly their weekly paper, as 
phenomenal 60, 70, and 80% readership tests regularly show. 
Here is half of the nation’s people—43% of its wealth! 
They buy everything from cosmetics to chemicals to combines. 
You just aren’t getting top value from your advertising 
schedule if you pass up this vast, rich rural market. 


IT’S SO EASY to reach this broad market through NAS, as 
it requires but one order, is covered by one bill, and paid by one 
check. We will gladly assist you in selecting media for specific 


packages arranged by states, regions or nation-wide spots or areas. 


NOW AVAILABLE to Agencies and 
Schedule-makers—1946 NATIONAL 
DIRECTORY OF NEWSPAPERS. 


Nb 


NEWSPAPER ADVERTISING SERVICE, INC. 


Business Corporation of the National Editorial Association 


SAN FRANCISCO 
441 Holbrook Bldg. 


CHICAGO 
188 W. Randolph St. 


NEW YORK 
512 Fifth Ave. 


architecture. 


recreation. 


150 persons. 


One of America’s top-flight, 
year-round Resort Hotels, where 
conventions become a delightful event. 

. The Moraine fronts on Lake Michigan, is 
spread out over 14 acres of picturesque ravine 
land and has 250 rooms of graceful Georgian 

It inspires concentrated effort and 

is conducive of leisurely living and outdoor 


We can conveniently care for groups up to 
Conventioners are accorded guest 
membership in our popular Beach Club. 


Chicago is 32 minutes by fast transportation. 
Inquiries are invited. Address same to 


CUAMHE Oe. 2:taK 
HIGHLAND PARK, ILLINOIS 


N. Y. Department 
Stores Lead Drug, 


Toiletries Sales 


New York, April 3.— More 
than half of the readers of the 
New York Herald Tribune usually 
buy their drugs and toiletries in 
department stores or chain drug 
stores, according to the fourth 
edition of the Herald Tribune’s 
Continuing Home Study, which 
covers a seven-year period. 

The report shows that 57% of 
this majority group buy in depart- 
ment stores, 27% in chain drug 
stores and 16% in either depart- 
ment or drug stores. Those buy- 
ing in drug stores patronized Lig- 
gett and Whelan stores more often 
than they did Walgreen, Wool- 
worth or Pennsylvania outlets. 
Macy’s led overwhelmingly in the 
department store group. Blooming- 
dale’s, Altman, Abraham & Strauss 
and Lord & Taylor were next in 
order among department stores. 

The survey shows that seven of 


ten Herald Tribune family heads 
are engaged in some phase of 
business management, and two of 
ten are in a profession. The con- 
tinuing study contains separate re- 
ports on shopping habits, family 
and home, major equipment and 
brand preferences. Highest prior- 
ity for new products is shown for 
kitchen and houseware equipment, 
followed by automobiles, radios, 
washing machines and houses. 


Dodge Elects Four V.P.s 


In accordance with its recent de- 
cision to decentralize construction 
news division operations, F. W. 
Dodge Corporation, New York, has 
elected four regional vice-presi- 
dents. They are J. T. Little, Phila- 
delphia, for the Eastern states; 
Ralph M. Hairston, Atlanta, South- 
ern states; Cyrus G. Fanning, Chi- 


cago, Middle West, and Carl S. 
Bennett, Los Angeles, Western 
states. 


Opens Promotion Agency 
Public Relations Unlimited, Inc., 
publicity and promotion agency, 


has opened offices at 3 Elm Row, 
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New Brunswick, N. J. Officers of 
the new company are: Ted Rosen, 
president; Mimi Schappert, vice- 
president; Helen Michaels, secre- 
tary-treasurer, and Jack Casey. 


Two Appoint Tokar 


Rainbreaker, New York, maker 
of raincoats for men, and Weather- 
guild, manufacturer of men’s 
sportswear, have appointed Alfred 
F. Tokar, Newark, to handle their 
advertising. Weatherguild will use 
direct mail, trade publications and 
point of sale displays, with other 
consumer media being added when 
the material situation permits full 
production. 


Hotel Names Gelula 


Abner J. Gelula & Associates, 
Philadelphia agency, has been 
named to handle advertising and 
public relations for the President 
Hotel, Atlantic City, which was 
recently released by the Army. 


Musicraft Names Agency 

Musicraft Corporation, New 
York, has appointed Koehl, Landis 
& Landan, New York, to handle its 
advertising. 


® Each Fawcett Comic is built by 
a notable board of editors aided 
by a consulting group of America’s 
leading child educators and psy- 
chologists, under the direction 

of Mrs. Sidonie M. Gruenberg, 
Director of the Child Study 
Association of America. 


of Young Americans,”’ a study based on over 5,000 


| 
| 
@ Call or write and ask to see ‘Brand Preferences 
| personal interviews, uninfluenced by parents, in 


. >» ju 


A NEW T 


Surprisingly enough, 3 


Not so surprisingly, 3 


advertising they see 


Wd 


ANY NAN ie 


wad 


WIST ON 


follow the leader...” 


out of 4 young Americans 


have definite brand preferences! Of the 30,000,000 
young Americans aged 8 to 20 years old, 75 per 
cent know exactly which brand they want to buy. 


out of 4 young Americans 


prefer comic magazines and make them their 
favorite reading. Naturally they read the brand 


in those comic magazines. 


Your advertising can help your America make up its 
mind about your product — especially if young 
America reads your ad in the comic magazines. 


Use the comics consistently. 


AX TAA s 
i nah (agi 


Captain Marvel 
Master Comics 


FAWCETT COMICS GROUP 


4,493,178 ABC Circulation, 2nd 6 Months, 1945 


Captain Midnight 


Fawcett Publications, Inc., 
295 Madison Ave., New York, N. Y. 
World's Largest Publishers of Monthly Magazines 


Captain Marvel, Jr. Whiz Comics 
Wow Comics Funny Animals 
Don Winslow of the Navy 


41 urban areas coast to coast, prepared for Fawcett 
Publications, Inc. by Stewart, Brown & Associates. 
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UNFAMILIAR — The Woolworth name, 
one of the least familiar to advertising 
columns—hits newspaper readers in this 
1,000-line book ad. The chains book 
business is also being promoted with 


special window displays. Doubleday 

& Co., publisher of the books Wool- 

worth is selling, is paying for the ad- 
vertising. 


U. S. Rubber Plans 
10% Ad Increase; 
Offers Butyl Tube 


New York, April 2.— An ap- 
proximate 10% increase in adver- 
tising expenditures is planned for 
1946 by the United States Rubber 
Company. Little promotion for 
any new products is expected with 
the exception of newspaper space 
featuring the new U. S. Royal 
“Butyl” tube, which the company 
has designated as a “must” to 
meet new highway demands. 

Retail advertising for the new 
tube and other automotive prod- 
ucts will be on a split basis where 
the rubber firm will purchase half 
the total space each dealer uses 
and in it will run copy prepared 
by the company over the dealer’s 
signature. An equal number of 
ads will be paid’ for by the dealer 
who, may choose his own copy. 
He will also have access to any 
material the company offers. 

During 1945 the U. S. Rubber 
Company bought more than $2,- 
500,000 in space and approxi- 
mately $900,000 in radio time. No 
increase in the amount of radio 
time is planned. 

New products of the firm will 
be offered in quantity only when 
established lines are stabilized, 
the company announced. 


AFA Adds Six Members 
The Advertising Federation of 
America has elected the following 
to membership: Needham & Groh- 
mann, New York; E. F. Schmidt 
Company, Milwaukee; WIBX, 
Utica, N. Y.; Daniel F. Sullivan 
Company, Boston; WOMT, Mani- 
towoc, Wis., and Plattsburg Broad- 
ove Corporation, Plattsburg, 
= A 


SALES MANUALS — 
OF MANY 

PROGRESSIVE FIRMS 
CARRY THIS IMPRINT... 


EDWARD STERN & CO., INC. 


Printers Since 1871 
| PHILADELPHIA * NEW YORK - BOSTON 


he 
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Hearst Papers Start 


Resort Promotions 

The New York Journal-Ameri- 
can and the Chicago Herald- 
American have formed a resort- 
vacation-travel bureau, which will 
feature service, promotion and 
sale of recreation advertising for 
advertisers in all travel and re- 
sort classifications including for- 
eign travel promotions. Offices 
will be maintained both in Chi- 
cago and New York. 


Speedrive to Sive 

Speedrive, Cincinnati, has ap- 
pointed Leonard M. Sive & As- 
sociates, Cincinnati, to prepare a 
direct mail campaign for a new 
bicycle power unit to be manu- 
factured in about 90 days. Cur- 
rently, the agency is conducting a 
survey to determine the potential 
of the new unit. 


Sports Digest Bows 


Sportfolio, a sports digest com- 
posed of condensations from the 
preceding month’s work of news- 
paper sports columnists, will make 
its appearance on the newsstands 
in June. It will be published by 
Dr. Wm. Plumer Jacobs, Clinton, 
S. C., publisher of American Lawn 
Tennis and Aim. 


Seidel Gets Toy Account 


Seidel Advertising Agency, New 
York, has been appointed to 
handle the advertising of Imperial 
Toy Corporation. General media 
and business papers will be used. 


Agency Joins 4 A’‘s 

Lamb, Smith & Keen, Philadel- 
phia, has joined the American 
Association of Advertising Agen- 
cies. 


Bunell Appoints Swing 


Cleveland, O. 


R. J. Swing has been appointed 


ERTIFIED Circulation Coverage is your guarantee 


of improved cash register returns. 


In the CHICAGO DEFENDER, intimate messages 


on your product or services are carried into over 


200,000 homes. 


FOR RESULTS— 


Schedule the CHICAGO DEFENDER 
in your new advertising budget. 
Member Audit Bureau of Circulation 


THE CHICAGO DEFENDER—3435 Indiana Ave., Chicago 16, Ill. 
George S. Denison, National Adv. Mgr 


George T. Hopewell, Eastern Representative, 101 Park Ave., New York, N. Y. - 
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_ How to win 


_ washroom conferences ; 


Illustration from ‘Hit the 
Road—for better business 
paper advertising’’-—page 16 


ERHAPS the boss takes those golden moments to 
suggest that your current campaign has “Well... 
er, not quite the punch it should have. I am a great be- 
liever in large illustrations with just a brief message.” 
Then, maybe you are in a position to reply, in suit- 
ably deferential tones, “I’m glad to hear you say that, 
Mr. Big, because that’s exactly the way I feel about it. 
But I’m sure you'll agree that we aren’t writing these 
ads for you or for me. We’re writing them for the readers 
... our customers and prospects. And in thirty-nine field 
calls they told us... etc. and etc.” 

Yes, you can win washroom conferences ...if you’ve 
made calls on readers... hit the road! 

Dollars to doughnuts, if you'll take a few days out 
occasionally to talk to your customers and prospects 
about their problems—then try to make your copy 
helpful— you'll gain greater leadership— get OKs faster 
—expedite the whole copy job as never before. 

And you'll know you're on the right track! 


ABP’s new book “Hit the Road for Better Business 
Paper Advertising” outlines a technique for this kind 
of field research and gives case studies of how others 


... when the boss “knows 
all about advertising“ 


have profited. It’s yours for the coupon—or a line on 
your letterhead, addressed to Associated Business 
Papers. You'll find it good reading, and profitable. 


ASSOCIATED 
BUSINESS PAPERS 


205 East 42nd Street, New York 17, N. Y. 


A national association of business publica- 
tions devoted to increasing their usefulness 
to their subscribers and helping advertisers 
get a bigger return on their investment. 
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l Please send me a free copy of “HIT THE ROAD” I 
l for Better Business Paper Advertising l 
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Heads American Tool 


J. F. Tholl, for the past 15 years 
general sales manager of Bunell| general manager of American Tool 
Machine and Tool Company,!| & Machine Company, Hyde Park, 
Mass., has been elected president. 
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Dine Prefab Home Firms 


Plan Major Campaigns 


Despite 850,000 Goal, 
Materials Lack Will 
Retard Progress 


New York, March 28.—Although 
most of 15 leading manufacturers 
of prefabricated homes who re- 
plied to a questionnaire from Ap- 
VERTISING AGE plan to advertise, 
and several will do so nationally, 
this much-publicized new indus- 
try probably will not become a 
substantial advertising factor in 
1946. 

None of these firms has yet 
made a specific advertising bud- 
get, and few have definite media 


|plans. And yet individual com- 
panies expect sales this year rang- 
‘ing from 300 to 20,000 homes. 
The round, four-ton, aluminum- 
steel-plastic “Dymaxion dwelling 
machine” of Fuller Houses, Inc., 
Wichita, Kan., on which many 
newspapers, magazines and busi- 
ness papers have carried stories 
recently, will be sold “through a 
|distributorship and dealership ar- 
|\rangement, similar to that used in 
'the automotive industry,” D. C. 
‘Miller, vice-president, told AA. 
| Plans Outlined 
| “These distributors and dealers 
will be chosen with great care 
'this summer and fall. Their exact 


number has not been determined, 
but it will be sufficient to insure 
nationwide distribution on a large 
scale. Our dealers will sell, erect 
and service the house. A large 
part of our advertising will be 
done on a cooperative basis with 
our dealers in the local com- 
munity.” 

Gunnison Homes, Inc., New Al- 
bany, Ind., is reported as plan- 
ning to have a new $1,000,000 
plant ready this summer, turn- 
ing out houses—complete with 
plumbing, electric range, refrig- 
erator and even flower boxes— 
every 25 minutes. When national 
expansion is completed, Gunnison 
expects to have a dealer in every 
town of 9,000 and more popula- 
tion. Advertising plans have not 
been announced. 

The advertising budget of Gen- 
eral Housing Corporation, Dallas, 
will be determined partly by gov- 
ernme: t controls on materials, 


said Russell E. Jurgens, advertis- 
ing manager. This company now 
has 35 dealers and intends to have 
at least 70 by the end of 1946, and 
its distribution area will be “at 
least sectional.”’ A factory adver- 
tising campaign in newspapers and 
|direct mail will be conducted 
through Grant Advertising, Inc., 
but there will be no cooperative 
advertising with dealers. General 
Housing expects to sell 10,000 to 
'20,000 homes this year. 


Most Plans Indefinite 


Crawford Company, Baton 
Rouge, La., will advertise this 
year in business papers, direct mail 
and magazines, through an agency 
not yet selected, and will also have 
a dealer cooperative campaign, in 
an effort to sell at least 2,500 
homes. 

E. F. Hodgson Company, Bos- 
ton, will conduct a national cam- 
'paign, but has not yet chosen an 


Big Names, Strong Local Programs 
Swing Sacramento Dials to KCRA 


Five-star General H. H. Arnold, wartime commander 


of Army Air Forces, 


addresses the Western States Avia- 


tion Conference — and the KCRA audience. Beside him 
is Governor Earl Warren of California, whose voice 


also is familiar to 


KCRA listeners. The pioneering 


Sunday feature,“Psychiatry Speaks; is another KCRA 
“winner. This policy of building top-flight local pro- 
grams... plus NBC Western Division shows... plus 
outstanding NBC transcontinentals...is a combina- 
tion that can’t miss! It’s the reason California’s state 
capital is another of the rich Western markets where 
NBC reaches most of the people most of the time. 


* * . 


WESTERN DIVISION 


HOLLYWOOD, Sunset and Vine « 


SAN FRANCISCO, Toylor and O'Farrell 


..e keeps NBC Tops 
in the rich Sacramento Market 


TUESDAY 6 PM. 


KCRA 


340 Of YOUR DIAL 


Aggressive Advertising, Promotion 
Projects Back KCRA Commercials 


This KCRA-manned “Fresh Air Taxi” cruised Sacra- 
mento streets for four hours before an Amos ’n’ Andy 


broadcast, doing a bang-up publici 


ty job for the Rinso 


show. Such promotion stunts, supplemented by a full- 


showing of 24-sheet posters, bui 
give added selling power to NBC 


Id KCRA prestige, 
commercials in this 


big, rich market— 4th largest in California... with the 
highest per capita spending in retail stores of any U.S. 


city over 100,000. 


Sacramento’s prosperity is stable, deep-rooted in the 


agricultural wealth and food proce 
ifornia’s rich central valleys. It’s a 


ssing plants of Cal- 
golden spot among 


the 27 sales-healthy markets you cover so thoroughly 
when you buy NBC Western Division time. 
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agency. 

Through an organization of 135 
dealers, General Houses, Inc., Chi- 
cago, expects to sell 5,000 homes 
this year. This company will run 
a nationwide factory and possibly 
a dealer cooperative campaign, but 
agency and media have not yet 
been chosen, said Frederick W. 
Smith, president. 

Green Lumber Company, Laurel, 
Miss., probably will sell nationally, 
reported D. W. Winn, president, 
but dealer arrangements and ad- 
vertising plans have not been de- 
veloped. Sales will “depend on 
several factors, principally the 
availability of materials.” 

Another “Green” — Green’s 
Ready-Built Homes, Rockford, III. 
—has not yet started manufacture 
of Green’s Solar homes, said A. J. 
Breckenridge, sales manager, and 
has not yet developed distribu- 
tion and advertising plans. 
Howard Monk & Associates will 
be the agency. 


To Sell Sectionally 
Several manufacturers intend to 


_|develop substantial sales in 1946 


on a regional basis. Although 
Anchorage Homes, Inc., Westfield, 
Mass., has no dealers as yet, said 
H. E. Kramer, sales manager, it 
expects to have 500 this year, who 
would sell 1,000 homes in Massa- 
chusetts and Connecticut. This 
company will run some advertising 
in 1946. 

Peerless Housing Corporation, 
New York, has six distributors 
now and intends to have 12 to 15 
by the end of this year, in the 
East and Middle West, who would 
sell between 500 and 800 homes. 
Peerless will not advertise in 1946, 
said Edward G. Westbrock, sales 
manager. This is “only a founda- 
tion year” for the company in the 
United States, he explained. “Our 
Canadian production is much 
ahead of the domestic.” 

New England Houses, Boston, is 
just getting under way, reported 
John J. Chenery, president, and 
cannot now outline sales and ad- 
vertising plans. Distribution will 
be confined to New England. 


Others Looking Ahead 


Although National Homes Cor- 
poration, Lafayette, Ind., plans to 
advertise nationally, through Ap- 
plegate, Inc., Muncie, Ind., its 
medium for the present will be 
business papers and distribution 
this year probably will be withina 
/300-mile radius of Lafayette. The 
“company has 80 dealers and ex- 
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*NORTH CAROLINA'S 
THIRD LARGEST CITY 


= ——— 


ee Pieters odie ey 3 ; " a ; - pape , ‘aa Sg rag oe ed SP P Set, = ‘ , TRA 
ee ; . ’ ; : \ is : ~ 3 b Yeas Fer. ao ; ; c es Ae fig, ; ae ey = iS ae = bs y 
ees - . , 
. ’ 
ib ia | 
ee | 
Bd 
Be! { 
as 
mA: 
na 
ee 
Be 
a ie 4 
ae ; 
7 | 
4 
: oe r a — 
ge | 
pase ET | 
iis Po 
. 
y | 
ae | 
Sait 
eae 
ie 
ws | 
: | 
¢ ee 
— . aaa ~~ — =) .§ ~» oe. a 
eS ue Sean See i: ce ee Ee Sas. ee eee ee ae tl sa ysihtiar 4 aK ee Sis sis aero ee ee gas 
_ aS : oe * 4 = Se . oe gs $ ce i LS as eet = 4 : oe ae P all 2 ee Sal j ge a. “i ra * E> a ae gis em” 
7 ii oC = _ e : : ' xe : m4 * es ae Sr - bs a Bee ; ae ek 2 3 € _ oT UC 4 . Ke ; 
‘bh —e 33 Soy 5a k : Sa eee RS 4 es SAS eae i oo... —— P . ea ‘ % 
Ad .: oe ie ye i = oo 4 - ae : ; —" ee —— foe ee. 
Sa : r oe 3 oS : ae es j ‘ 
aes ay : ee % : ; j 
si ee : H : ‘ ’ % ¥ we 
j oS 4 See § ‘s é ; 5 oe i eae. : } Fi i % ‘i “a | 
bait - ee ete : oa es * ‘ a Ee ee ge s “ ae gh ce 7 | SE a Pe : # : 
ee — sr ST & 8: (pee So pee ee! | VT eae 
ee : ae Be ee ee . ; i ee ar + _ we ie Bi ee 
~~ 4 - — ; i > i 3 a ; ee Se J r ~ ¢ ee ¢ Waa ees = i ae |} 
Gass s.. —< Ve : = aN i ae Ses as ait J ‘ 4+ 4 tes ¥ r Y ou oe ae a 
i ae bs * ti 2 f : i a rs ia ry < % te ie ‘ ; 4 * i “oa & e oo - 1 " : ii 
Sates = a P ote i ge ee See jo Be 2 gS an at @ ee bee if oe A 
Soe. a he, ¢ goats ‘ a I | te ee ae, f we eee, ps ON Nie. 9. | a 
ae — Pee t«<‘(‘( R I ee i Pe — e ne, Pec re NIE” 3 aa 
haw eg ag a eS a : oS Sass oe ee ee Pree ac Mette oC os ak. a ie Sa ‘ sin! ‘ 
_ er Be on eee ; ee a ed j + 7 ‘: ce cS i ‘ or ¥ a4 e Ce ‘ ee 6 (ert : oe , NG os 3 oe * 4 | 
ee a hee e, Eg 2 4 Ye To eo ee Ae By! \ INSol* 4 a ‘ cme e ook 18 . g Fs 
we at (ee a ee yi eek au i ; fs? er a a, Siviw as “Sel i ug . | ne. \ } 
t os * #3 nie ae a “s 3 Pigs ae ey % a a a. ce sei Th ‘ 7 ‘ # oad i ee ‘ , % 
a ‘ bo gs ae th ee Be ee * 3 aes BOANLE ¢) eg Bia b ONS & 
oe a ae) Fee I ee Sli \ eee \ 
foot yeaa TS ae * tees Bie .. = - sees : ae es o a3) ee 
Ps ac — i a — ae a aie: > SS . : 
oy ee ¥ lb — si io ; ae 9 - og 3 a gS Hes Ne -—_ a 
= ier ” ' {add eee aa fills a 
Be i . 8 q a 4 " 5 ; ed = 7 
Bk a 3 r : # 4 * ae _ p- mm = ie : 
Si . | oa «ee tence i —- — 
ae i a . ee aa eo) f° a ; gs {a ‘ “ : ae 
as : By 2 ‘ i a re ee 
ae Figs a, a cae y ES ee ee be i * ji. @_ 
Ses i o. et — Oe ag ee | Kies Dee. ie had, 
i: : a: 4 bis . : eo ee im ss Se mee es : pee 
cia: - 
en 
: Pe) 
fe. i a. % 
Vai. ‘ : 
as 
= eet os 
= iia 
<3 hoa 
wid ee Bd 
cae Ri. Pp 
Eee Lite. 
es pe 
eG. 
“ae 
a 
Bs 
.. Po | 
ro 
PS 
SUI *; 
Bie eee w fe 
o0 6 ™ o BES 
oe 7 2 ... 3 sh 
= ie y zZ a ona | 
; rr) = 
> E CB 
See ; 
Se 
ee 4 = * ! ] 
A se EE ‘ 
TH : 
| = | 
’ ~~ A Service of Radio Corporation of America x 
“ < 
: : a : 
— ne by Howard H. Wilson Co. 
y. ~~ ‘ . * . ; 


| 8, 1946 


n of 135 
nc., Chi- 
0 homes 
will run 
possibly 
aign, but 
not yet 
rick W. 


, Laurel, 
tionally, 
resident, 
and ad- 
been de- 
pend on 
lly the 


- Green’s 
ford, Il. 
ufacture 
aid A. J. 
ger, and 
distribu- 
g plans. 
ates will 


y 


intend to 
in 1946 
Although 
Nestfield, 
yet, said 
nager, it 
ear, who 
n Massa- 
ut. This 
ivertising 


‘poration, 
stributors 
12 to 15 
*, in the 
no would 
0 homes. 
> in 1946, 
ok, sales 
. founda- 
1y in the 
ad. “Our 
s much 


3oston, is 
reported 
ent, and 
and ad- 
tion will 
und. 


ad 


nes Cor- 
plans to 
ugh Ap- 
Ind., its 
will be 
tribution 
-withina 
tte. The 
and ex- 


_ eo 


ee 


ee 


— 


Advertising Age, April 8, 1946 


pects to sell 2,000 homes in 1946. 

Midwest Housing Corporation, 
Janesville, Wis., has not started 
to sell, but expects a volume of 
300 to 400 homes in 1946 and 1,500 
in 1947. Distribution and adver- 
tising this year will be concen- 
trated in the Middle West, said 
LaVerne E. Burmaster, president. 
Advertising campaigns would be 
undertaken “if material floors and 
OPA permit us.” Midwest has not 
chosen dealers yet, but has about 
150 prospects. 

Soule Steel Company, San Fran- 
cisco, probably will start adver- 
tising in 1946, in magazines, busi- 
ness papers and direct mail, 
through Botsford, Constantine & 
Gardner, replied E. G. Guiles, 
sales manager. The dealer plans, 
however, have not been developed. 
Distribution this year will be in 
the 11 Western states. 


Await Materials 


Precision Homes Company, 
Stockton, Cal., will confine distri- 
bution and advertising this year 
to California, said T. Mervyn 
Kaney of that company. No agency 
has been named as yet, but the 
company later will use both fac- 
tory and dealer cooperative ad- 
vertising. “The extent of our op- 
erations, including production, dis- 
tribution and advertising,” he ex- 
plained, “is presently dependent 
upon what is done in Washington 
to alleviate current material 
shortages.” 

Although prefabricators had 
built only about 10,000 houses be- 
fore the war, says Fortune in its 
April “all housing” issue, just 
published, the industry believes it 
can fulfill the government goal of 
850,000 prefabricated houses be- 
fore the end of 1947—“‘if the gov- 
ernment will provide ample sup- 
plies of plywood, gypsum board 
and other needed materials.” 

The public’s resistance to new 
materials might be overcome in 
large part, Fortune believes, “by 
a true slash in the cost of houses. 
But the prefabrication industry 
has not been able to slash. Cost 
figures are unreliable at present, 
but it is commonly estimated that 
a prefabricator can undersell the 
old five-or-six-a-year builder by 
about 20 or 30%.” The prefabri- 
cator, however, “must undercut 
the competition of the large op- 
erative builder. At present their 
costs are about the same.” 

Among problems facing this in- 
dustry, Fortune cites “public skep- 
ticism toward prefabricated homes; 


THE PICTURE MAGAZINE with THE LARGEST 
READING AUDIENCE AMONG NEGROES 


* Circulation Breakdown Now Available 


Negro Digest Publishing Co. 


5125 S. CALUMET + CHICAGO 15, ILL. 


resistance of building code offi- 
cials, and of labor unions.” 


Public Not Eager 


Thirty-three per cent of people 
surveyed by Elmo Roper for this 
Magazine say that they would con- 
sider a prefabricated home only if 
they could get nothing else. 

One advantage cited for the 
prefabricator, however, is that “he 
can build a house wherever utili- 
ties have been installed, while the 
operative builder must develop 
land and build large numbers of 
houses close to one another.” 

Wilson W. Wyatt, housing ex- 
pediter, is stimulating production 
of prefabricated houses by pro- 
posing to give a government pur- 
chase contract to any producer 
whose house conforms in quality 
to government standards; sells for 


about $3,000 plus $500 for each 
bedroom, excluding cost of land 
and erection; has an effective plan 
for distribution and assembly; and 
is able to produce a specific num- 
ber of houses in the first year 
after date of contract. 

The government would take de- 
livery of any house that the pre- 
fabricator was unable to market 
privately, below retail price but 
at a profit to the manufacturer. 
The government would then sell 
the houses to veterans by surplus- 
property disposal methods. 


Appoints Jones A.M. 


Rodric L. Jones, formerly asso- 
ciated with the advertising de- 
partment of Berkshire Eagle, Pitts- 
field, Mass., has been appointed 
advertising manager of the Record, 
Jacksonville, N. C. 


Appoints Gibbons 

John C. Gibbons, formerly na- 
tional advertising manager of A. G. 
Spalding & Bros., New York, has 
joined Ewell & Thurber Associates, 
Chicago, as account executive on 
the Wilson sporting goods account. 


Detrex Boosts Pflug 

R. W. Pflug, formerly central 
regional manager of Detrex Cor- 
poration, Detroit, has been pro- 
moted to national accounts man- 
ager. 


Grote Appoints Smith 

W. J. Smith Company, Louis- 
ville, has been appointed to handle 
the advertising of Grote Mfg. Com- 
pany, Bellevue, Ky. At the same 
time the agency announced the 
following additions to its staff: 
Henry Peltier, copywriter and ac- 
count executive, and Julian James 
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Jr. and Mary O. Bruce, creative 
staff. 


Start New Agency 


Leonard C. Rattner, recently re- 
leased from the Army and for- 
merly with Peck Advertising and 
Hirshon-Garfield agencies, has 
opened Cowee-Rattner Advertising 
at 114 E. 32nd St., New York. 
Howard M. Cowee, assistant to 
Russell A. Brown, vice-president 
in charge of sales promotion of 
Allied Stores, will join the agency 
upon completion of a special copy 
training program under his di- 
rection for Allied. 


To Erwin, Wasey, Toronto 


Rogers Majestic Ltd., and Rogers 
Electronic Tubes Ltd., Canada, 
have appointed Erwin, Wasey of 
Canada Ltd., Toronto, to handle 
their accounts. ? 


Baltimore 


News-Post 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 


THUNDERING DOWN THE STRETCH 
TOGETHER IN BALTIMORE 


Rounding the bend ino the stretch 
together are Baltimore’s favorite 
motor fuel and Baltimore’s most 
popular newspaper. Naturally the 
gasoline that powers more Balti- 
more cars than any other is regu- 
larly advertised in the News-Post 
—the paper that reaches more 
homes than any other, and has for 
19 years. To make your product set 
the pace in Baltimore this year, be 
sure to pick the... 
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CBC Upholds Suspension 


The board of governors of the 
Canadian Broadcasting Corpora- 
tion has ruled that sponsorship by 
John Labatt Ltd. of the program 
“Ontario Holiday” contravened 
CBC regulation 10 (f), relating to 
advertising of beer and wine, and 
has decided not to amend the reg- 
ulation to permit this sponsorship. 
Station CFRB, Toronto, had chal- 
lenged suspension of the sponsor- 
ship of the program. 


. 


Forms Distributing Firm 
Edmund A. Hogan, formerly 

Chicago district manager of Best 

Foods, has organized Hogan Dis- 


tributing Company, to serve as ex-| ¥ 
clusive distributor for a number 


of grocery specialties. Officers of 
the new company, which is located 
at 600 Madison St., Oak Park, IIl., 
are Mr. Hogan, president; Fred J. 
Meyer, secretary and treasurer, 
and Fred Harnish, manager of 


sales. 
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Daily Circulation 
Union and Tribune-Sun 
140,000 
Sunday Union 102,000 


REPRESENTED NATIONALLY 
BY WEST-HOLLIDAY CO., Inc. 


New York e Chicago e Denver e Seattle 
Portiand e San Francisco e Los Angeles 


ieg™ live better 


That’s one 
reason why 
business is better 


in San Diego 


SM BUSINESS INDEXES 
City Index . . . 342.1 
City National . . 195.7 
Jan. (Est. in Millions $) 21.65 


....and you can see from 
circulation figures that one 
“buy” does the advertising 
job. It’s saturation circula- 
tion, weekdays or Sundays. 
Get the market data you 
need now from our National 
Representatives. 


TRIBUNE - SUN 
Union-Tribune Publishing Co. 
San Diego 12, California 
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PRODUCT INFORMATION 

REFERENCE CENTER = 

FOR OPERATING MEN = 
IN INDUSTRY | 


Now more than ever before 
operating men in the larger 
plants in all industries use In- 
dustrial Equipment News to 
look for their current require- 
A timely spot for in- 
formative industrial product 


$95 to $102. 
Ask for “The IEN Plan”. 


INDUSTRIAL EQUIPMENT NEWS 


THOMAS PUBLISHING COMPANY 
461 Eighth Avenue, New York I, N. Y. 
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461 Beh Ave Mew Vode 1. MY —MEdaliion 31544 


April 10-11. American Associa- 
tion of Advertising Agencies, an- 


nual meeting, Waldorf - Astoria 
Hotel, New York. 
April 15-18. Association of Na- 


tional Advertisers, semi-annual 
meeting, Westchester Country 
Club, Rye, N. Y. 

April 15-19. Outdoor Advertis- 
ing Association of America, annual 


convention, Hotel Pennsylvania, 
New York. 
April 23-25. American News- 


paper Publishers Association, an- 
nual convention, Waldorf - Astoria 
Hotel, New York. 

April 23-25. National News- 
paper Promotion Association, 
meeting, Waldorf - Astoria Hotel, 
New York. 

May 14-16. Lithographers Na- 
tional Association, annual conven- 
tion, Marlborough - Blenheim Ho- 
tel, Atlantic City, N. J. 


May 20-23. National Federation 
of Sales Executives, annual con- 
vention, Stevens Hotel, Chicago. 

May 21-22. Inland Daily Press 
Association, spring meeting, Con- 
gress Hotel, Chicago. 

May 22-25. Associated Business 
Papers, spring conference, The 
Homestead, Hot Springs, Va. 

May 23-25. International Af- 
filiation of Sales and Advertising 
Clubs, annual convention, Wm. 
Penn Hotel, Pittsburgh. 

May 26-29. Advertising Federa- 
tion of America, 42nd annual con- 
vention, Hotel Schroeder, Mil- 
waukee, 

June 10-12. Newspaper Adver- 
tising Executives Association, sum- 
mer convention, Hotel Commo- 
dore, New York. 

June 20-22. National Industrial 
Advertisers Association, conven- 
tion, Hotel Claridge, Atlantic City. 

June 24-28, Pacific Advertising 
Association, annual convention, 
Spokane, Wash. 

Oct. 14-15. Boston Conference 
on Distribution, Hotel Statler, 
Boston. 
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Oct. 18-19. Direct Mail Adver- 
tising Association, annual conven- 
tion, Hotel Stevens, Chicago. 

Oct. 21-24. National Association 
of Broadcasters, annual meeting, 
Chicago. 


Plans Foundation Drive 
Miss Seventeen Jr. Foundations, 

manufacturer of girdles for the 

junior figure, has launched an ad- 


vertising campaign in magazines, | 


newspapers and college publica- 
tions. The spring schedule, which 
will start in May, includes full- 
page two-color advertisements in 
Charm, Glamour and _ Junior 
Bazaar, as well as space in the 
magazine section of the New York 
Times, and 59 college publications. 
A. W. Lewin Company, New York, 
is the agency. 


Lazarus Adds Annex 

F. & R. Lazarus & Co., a unit 
of Federated Department Stores, 
Inc., has completed a new $325,000 
annex to house a separate and 
complete housewares and major 
appliance store, diagonally across 
the street from the main store in 
Columbus, O. 
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Geography Affects 
Listeners’ Tastes, 
CAB Study Shows 


New York, April 3.—Four-month 
studies of patterns of listening in 
seven geographic areas by the Co- 
operative Analysis of Broadcast- 
ing show a marked variation in 
listening tastes among different re- 
gional audiences. 

Among the top ten programs in 
the period from September 
through December 1945, only four 
—Fibber McGee and Molly, Bob 
Hope, Charlie McCarthy and Fred 
Allen—place in the top ten in all 
seven areas. Three others—Jack 
Benny, Lux Radio Theater and Mr. 
District Attorney—were in the top 
ten in six of the seven regions. 

Differences in listening prefer- 
ences were indicated, CAB said, 
by changes in the ranking of the 
Walter Winchell and Bob Hope 
programs. Winchell, first in the 
Middle Atlantic and South At- 
lantic, does not place among the 
ten leaders in four other regions— 
New England, the East North Cen- 
tral, West North Central and Pa- 
cific. Hope, first in the Pacific and 
East North Central and tied with 
Fibber McGee and Molly for first 
in the West North Central, places 
eighth in the South Atlantic and 
ninth in New England. The Mc- 
Gees did not drop below third 
place in any area. 


Wide Differences Shown 


According to CAB’s analysis, 
Winchell was first in two areas 
while the McGees and Hope led 
every other region in popularity. 
Jack Benny holds second place in 
all three East Coast areas. 

CAB found that listeners in the 
New England and Pacific areas 
showed the widest deviation in 
preferences from the audiences of 
other sections of the country. In 
both regions, three programs 
placed among the top ten but did 
not appear in either the national 
ranking of leaders or the top ten 
of any other section. Vox Pop, 
Lowell Thomas and the Aldrich 
Family were the New England de- 
viations from the norm, while the 
Sealtest Village Store, Abbott and 
Costello and Great Gildersleeve 
were the Pacific Coast’s eccentric 
preferences. 


Issues ‘Better Living’ 
Brochure for Allegheny 

“A Civic Clinic for Better Liv- 
ing,” a 20-page brochure prepared 
by Harry Kodinsky’s Public Re- 
lations Research Service, Pitts- 
burgh, public relations counsel for 
the Allegheny Conference on Com- 
munity Development, has been re- 
leased to industrialists, business 
men, labor groups, educators, and 
government officials of the Pitts- 
burgh area. 

The booklet outlines the present 
physical assets and liabilities of 
the region and indicates improve- 
ments needed if Allegheny region 
is to maintain its present leader- 
ship in basic and manufacturing 
industries. Color drawings and 
photographs illustrate physical 
conditions and the potentialities of 
the area and plans for improve- 
ment. 


: -—X CONFistuR - 
RENCH RESTAURA' 
LUNCHEON DINNER 
COCKTAIL BAR 


Hartford Products to 
Locate in Chicago 


Hartford Products Corporation, 
manufacturer of a postwar line of 
household products called Cafex, 
has established its national head- 
quarters in Chicago at 308 W. 
Washington St. Charles H. New- 
man, vice-president, and Ray P. 
Von Culin, assistant to the vice- 
president, will be in charge of the 
Chicago office. 

Production of the new Cafex 
percolator, the first item of the 
new line, is expected by May 1. A 


national advertising campaign is 
being planned. 


Plan Home Building Show 


The National Modern Homes 
Exposition of 1946 will be held at 
the Grand Central Palace, New 
York, May 4-11, under the spon- 
sorship of the Metropolitan Asso- 
ciation of Real Estate Boards with 
the cooperation of the Federal 
Housing Authority. Advertising 
for the exposition will be directed 
by the Harry M. Frost Company, 
Boston. 


Fairchild Issues Guide 


The retail selling division of 
Fairchild Publications, New York, 
has completed “How to Establish 
and Operate an Apparel Store,” 
500-page book for the U. S. Armed 
Forces Institute, first copies to ap- 
pear April 15. The information 
and education branch of the Army 
has ordered 35,000 copies of the 
book and Navy and Marine orders 
should bring the total printing to 
50,000. A civilian edition will be 
available to the general public 
about June 1. 
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“Cover Catholic | 
Schools, Churches, 
and Institutions 


Contliddted conten 742024 
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PRODUCTION GLOSS... MODERN GLOSS 


Realistic reproductions in outstanding 
magazines ... plus the unusual quality 
and beauty of the product .-. . have 
made Carlin (Signed) Comforters 
known and wanted throughout 


America. 


*Ftcas 


4 t&PIRS WISECORL Is 


uses it regularly. 


fiwe Modern Mills 


Because the fine enamel surfaces of 
Consolidated Coated Papers repro- 
duce engravings of such products in 
a faultless manner, Vogue ... as well 


as many other leading magazines... 


WATER POWER & PAPER COMPANY 


SALES OFFICES 


£35 SO, . A SALLE SY., CHIC AGO, 3 
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BMB Tops 700 
at Deadline, but 
Chi. Outlets Balk 


New York, April 3.—Although 
the Broadcast Measurement Bu- 
reau will make its presentation at 
five more district meetings of the 
National Association of Broadcast- 
ers during April and May, after 
which stations may still subscribe 
to the bureau’s 1946 measurement, 
official deadline for subscriptions 
was April 1 when the total reached 
721 stations and the four major 
networks. 

Forty-nine outlets signed with 
the bureau during the final week 
and 15 more came in over the 
March 30 weekend. 

Independent stations in Chicago, 
however, are still balking at 
BMB’s rule of not measuring be- 
low 10% of the audience, and re- 
fuse to join unless BMB will pro- 
vide a 1% audit of listeners. 
Those outlets in Chicago which are 
non-BMB-subscribers to date in- 


clude: WAAF, WAIT, WCFL, 
WCRW, WEDC, WGES, WIND, 
WJJD, and WSBC. 

Speaking at the 9th NAB dis- 
trict meeting in Chicago recently, 
Hugh Feltis, president of BMB, 
said the bureau had refused this 
one request of the stations be- 
cause of its feeling that the 10% 
audit will give “as accurate and 
complete information as is pos- 
sible to obtain.” 

In the meantime, initial mailing 
of 513,000 ballots has been com- 
pleted by Industrial Surveys Com- 
pany, which is handling this phase 
of the research, and initial re- 
turns are said to have exceeded 
expectations. The research tech- 
nique calls for a minimum re- 
turn of 50% of the ballots mailed 
to each county. 


Expello Changes Name 


Expello Corporation, Dover, 
N. H., will be known in the future 
as Judson Dunaway Corporation. 
There will be no change in owner- 
ship, management or business poli- 
cies. 


7th NAB District Urges 
Court Test of FCC Power 


Seventh district members of the 
National Association of Broadcast- 
ers have joined other radio groups 
in urging a Supreme Court test of 
the FCC’s power to regulate pro- 
grams and policies of individual 
licensees. 

Justin A. Miller, president of 
NAB, invited the FCC to join with 
the broadcasters in seeking a high 
court test of regulatory powers 
during two Cincinnati speeches 
last week, One was delivered be- 
fore the Cuvier Press Club, the 
other before the 130 seventh dis- 
trict NAB delegates. 


Columbia Records Go 
from B&B to McCann 


Columbia Recording Corpora- 
tion, Bridgeport, Conn., on July 1 
will move its account from Ben- 
ton & Bowles to McCann-Erickson, 
Inc., New York. 

Spending more than $700,000, 
CRC currently sponsors “Colum- 
bia Record Shop,” a _ half-hour 
transcription on 55 stations. The 
company also uses extensive mag- 
azine promotion. 


The Hermon W. Stevens Agency 


“Salada,” for many years America’s 
most successful tea merchandiser, 
contributes a large share of its suc- 
cess to the consistent use of space in 
leading home newspapers. 


” a 


All eight Booth Michigan News- 


papers are on the “Salada” schedule 


because all eight of them are out- 


standing home newspapers. Collec- 


tively serving more than 360,000 


homes, 97.8% of their circulation is 


home delivered . .. nearly 100% cover- 


age of eight important home markets. 


“Michigan’s Other Half’* can best 
be reached from the inside through 
Booth Michigan Newspapers. What- 
ever you sell, Booth Michigan News- 
papers will serve you well! 


For specific information on 
Booth Michigan Markets, call: 


Dan A. Carroll, 110 East 42nd Street, 
New York City 17 


John E. Lutz, 435 N. Michigan Ave., 


Chicago Il 


* Population of Michigan, outside the Detroit 
trading area, is 2,602,055. 


NEWSPAPERS 


GRAND RAPIDS PRESS - FLINT JOURNAL - KALAMAZOO GAZETTE - SAGINAW NEWS: 
JACKSON CITIZEN PATRIOT - MUSKEGON CHRONICLE - BAY CITY TIMES - ANN ARBOR NEWS © 


Poetry and verse flowed freely when Jake Sawyer of Sawyer- 
Ferguson-Walker threw a small farewell luncheon March 25 for 
Bus Turpin, S-F-W Chicago salesman who left the next day to open 


a new L. A. office. Jake himself did pretty well with a serious 
lyrical quote, but Bill Johns of Ridder-Johns stole the show with 
a lengthy original contribution in verse which he said was pretty 
corny, but which everyone else thought merited a spot in the 
archives . . 

Alice Honore Drew, ad mgr. of TelAutograph Corp. and public 
relations chairman of the Ad Women of NY, who won a gold medal, 
awarded by Dartnell Corp. for “excellence in business letter crafts- 
manship,” also won the medal in 1944, a Dartnell Certificate of 
Award last year, and holds a Direct Mail Advertising Ass’n Cer- 
tificate of Merit for 1945. . . Leslie Joy, KYW (Phila.) gen’l mgr., 
celebrated 23 years in radio on St. Patrick’s Day at a “Wearing 
of the Green” luncheon tendered by members of the station’s 
staf... 

Jack Kelly, v.p. and ad. mgr. of Emerson Drug, is recuperating 
from a heart attack in a Baltimore hospital. . . William S. Paley, 
chairman of the bd. of directors of CBS, was given the Medal for 
Merit by Secretary of War Robert P. Patterson on March 20 for 
his services during the war as head of radio operations of the Army 
Psychological Warfare Branch in Europe. .. And CBS Pres. Frank 


Stanton is being profiled for The New Yorker... 

A burglar who got into the Cincinnati home of James Shouse, 
Crosley v.p., March 21 skipped the valuables, according to Mr. 
Shouse’s report to police. All the family missed were a couple of 
suitcases worth $28. .. George E. Tenney, pres. of McGraw-Hill Co. 


NBC-ERS IN CHICAGO—John Gillin, manager of WOW, Omaha, left fore- 
ground, registers approval at one of the sessions of the Chicago edition of 
NBC's current stations meetings. Far left is Easton Woolley, NBC director of 
stations; across the table is Charles Hammond, advertising and sales promotion 
director of the net, and at right, Sheldon Hickox, station relations manager. 


of California, and a director of the San Francisco C. of C., has been 
appointed chairman of an electronics section in the chamber’s in- 
dustrial dept. . . And Mason E.. Kline, gen’l sales mgr. of Union 
Lumber Co., has been inaugurated pres. of the Pacific Rod & Gun 
Club of San Francisco... 

For a while a few weeks back, it looked like William H. Fawcett, 
head of Fawcett Publications, would have to settle a controversy 
in his home town of Norwalk, Conn., over stray, motherless, six- 
month-old Bamby. Bamby was a fawn who’d been living on local 
residents, some of whom felt she should be fenced for her own pro- 
tection, while others disagreed. Bill Fawcett’s 60-acre estate, domi- 
cile for three other deer, might have been the answer, except that 
Bamby walked into the side of a truck, and died later of injuries 
incurred. . . 

Douglas Leigh, who is responsible for most of Broadway’s spec- 
taculars, latest of which is a gigantic half-block-long soap-suds 
blowing display for Super Suds, was subject for a Life article, April 
1st... Jorge J. Cueto, media director of the Nat’l] Export Advertis- 
ing Service, has left New York for an eight-week trip to Europe 
where he’ll see contacts in France, Italy, Switzerland, Spain and 
Portugal... 

Lisa McGraw, daughter of Curtis Whittlesey McGraw, v.p. & treas. 
of McGraw-Hill Publishing Co., is engaged to James S. Marshall, 
third-year student at the New York College of Physicians & Sur- 
geons. .. A June wedding is being planned by Marguerite Mc- 
Auliffe and John Egan O’Reilly, special events director for the 
Cowles radio stations. .. And William H. Evans, ABC director of 
research will marry Elizabeth Moore of New York... 

Howard W. Blakeslee, Associated Press science ed.; John S. 
Knight, publisher of the Akron Beacon Journal, Chicago Daily News 
and the Detroit Free Press, and Alfred B. Stanford, sales director of 
the Bureau of Advertising, ANPA, will be awarded the Journalism 
Medal for distinctive achievement in this field by the Syracuse 
University School of Journalism at a dinner in Syracuse April 12.. . 

Robert J. Landry, director of program writing for CBS, has a 
story on British cooking entitled “Oh, My Aching Stomach,” in the 
current Ladies’ Home Journal... 

H. F. Dieter, ass’t art director of Foote, Cone & Belding, is among 
the few who own original paintings by Thomas Hart Benton. He 
recently purchased “After Many Springs” at an exhibit held in the 
galleries of the Associated American Artists. . . 

Sparkplugs for the radio drive to raise $1,500,000 for the Salva- 
tion Army’s building fund in Chicago are Ed Borroff, vice-president 
of ABC’s Central Division, and John Carey, sales manager of WIND. 
. . . Hildred Sanders, radio director of Mitchell-Faust Advertising 
Company, is hospitalized at Chicago’s Passavant hospital. . . Clyde 
Joice and Lew Goodkind of Goodkind, Joice & Morgan, have been 
combining vacation and business on a West Coast trip. . . 

Tom Wallace, editor of the Louisville Times, has been elected 
president of the Izaak Walton League of America. . . 
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Spiegel Buys 
54] &R Auto 
Supply Stores 


Chicago, April 3.—Another 54 
stores have been purchased by 
Spiegel, Inc., this time the mid- 
western chain of J & R Motor 
Supply Company retail stores. 

The mail order company, which 
only two years ago announced 
plans to reenter the retail store 
field, after leaving it many years 
ago, has previously added more 
than 100 fashion, home furnish- 
ings and children’s stores. 

M. J. Spiegel Jr., president and 
general manager of Spiegel, an- 
nounced that Isadore Jacobson, 
Carl Regnitt and James J. Simon, 
who owned the J & R auto supply 
chain, will continue to direct the 
chain’s activities under Spiegel 
ownership. 


Fits Five-Store Plan 


The new addition fits in with 
Spiegel’s plan for five types of 
stores in its five-way division of 
mail order sales. The five lines of 
merchandise are fashion boys’ and 
girls’ lines, men’s lines, furniture 
and home furnishings, and “hard- 
ware - farm - auto” supplies. The 
J & R stores are the first in the 
latter classification added by 
Spiegel, whose purchases until 
now have been to build the other 
types of merchandise chains (AA, 
April 1). Spiegel has yet to add 
its stores for men. 

In addition to seven stores and 
a warehouse in Chicago, the J & R 
organization includes five St. Louis 
stores, 12 in other Illinois Cities, 
eight in Iowa, eight in Michigan, 
eight in Wisconsin, four in Ne- 
braska and two in Indiana. 


Joins Melamed-Hobbs 


Kenneth C. Lindley, formerly 
with Alfred Colle Company, has 
joined Melamed-Hobbs, Minneapo- 
lis, as account executive. 


EYE’ CATCHERS 


CLIP COUPON TO LETTER-HEAD 


Paes eae eS See 


'FREE!... mail this now! | 


i EYEX CATCHERS, Inc. 10 E. 38th St., N. Y. 16 

i Please send FREE proofbook referred to in ad. I 
: No obligations. 
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Odo-Ro-No List 
50°, Larger Than ‘45 


Northam Warren Corporation, 
Stamford, Conn., has increased by 
50% the list of magazines carry- 
ing varied size ads for Odo-Ro-No 
cream and liquid deodorant. For 
the first time since the war, Odo- 
Ro-No Ice is back on the market, 
and will be grouped with the 
liquid product for promotion. 

Ads for. the cream will appear 
through December in seven 
women’s magazines, as well as the 
following women’s and motion pic- 


ture groups: Macfadden, Fawcett, 
Hillman, Ideal, Dell Modern and 
Hunter Screen. Liquid’ ads are 
scheduled for four women’s maga- 
zines. Agency is Abbott Kimball 
Company, New York. 


Little Joins Milk Group 

Mrs. Madge Little, formerly on 
the extension staff of the Univer- 
sity of Illinois, has joined the 
American Dry Milk Institute, Chi- 
cago, as home economist. Pre- 
viously, she did library research 
work for the American Poultry 
Institute. 


Appoints Candler 


George V. Candler Jr., recently 
released from the Army air forces 
and before that with the Latin 
American division of Chrysler Ex- 
port, Detroit, has been named 
manager of the company’s market 
research department. 


67 
Hillman Appoints 


Dan C. Whittemore, formerly 
with Phil Broderick, New York 
publishers’ representative, has 
joined Hillman Periodicals, Inc., 
where he will have charge of ad- 
vertising in the Hillman Detective 
Group magazines. 


GIBBONS 


ADVERTISING 


K NO 


TORONTO MONTREAL WINNIPEG 


J.J. GIBBONS LTD. 


200 BAY STREET. - TORONTO 


WS CANADA 


MERCHANDISING 


REGINA CALGAR) 


EOMONTON vA OUVER 


hit the nail on the head at that! 


Erle Smith is a 


H. Looks the Part... 


Give Erle Smith a-listen! Your mind pictures a genial 


but on his toes managing news editor. And you just about 


To Erle Smith goes the credit of developing KMBC’s 
famed news department. After flying for Uncle Sam in the 
first World War, Erle became managing editor of a 
metropolitan Kansas City A. P. paper. He joined KMBC 
in 1935 and has directed its news department from a 


one-man-show to a highly organized staff of qualified newsmen. 


Look at the figures of his listener ratings, and you 
again have evidence that the program is the thing —and 


listener confidence ripens with the years. 


KMB 


OF KANSAS CITY 


— On KMBC you get 
PLUS Service of 


Free & Peters, Inc. 


E SINCE 1928— BASIC CBS STATION FOR MISSOURI AND 


college graduaté in 


Journalism with a whole life devoted to 
news gathering and news dissemination. 


KANSAS 
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The rates for this department are as 


and “Representatives Available,” 50 cents a line, minimum charge $2. 
light body face 34 per line. 


spaces per line; 


Monday noon preceding publication date. 


follows: 


THE ADVERTISING MARKET PLACE 


“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 
Figure bold face heads 25 letters and 
Box numbers add two lines. Terms cash with order. 
Display advertisements take card rates, 


HELP WANTED 


Forms close 


Walter Lowen 


PLACEMENT AGENCY 
~ 


Established 1920 as headquarters for 
ADVERTISING PERSONNEL 


Office -:- Creative -:- Executive 


Resumes required before registration. 
Moderate placement service fee seme- 
times paid or shared by the empleger. 


420 Lexington Avenue 


New York 17, N. Y. 
LEX 2-8864 


—- | 


GENERAL PRACTITIONER 


Ex-Army Officer, 31. No specialist—no blind 
spots. Six years small agency experience, two 
years’ free lancing. Good background in space, 
copy, production, ace’t. exec., research. 
Would like to serve as ass’t. or acc’t. exec.— 
a or advertising manager. (Now in New 
York.) 


Advertising Age, 330 W. 42nd Street 
sin je, . n 
New York 18, N.Y. 


HELP WANTED a 
ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 
ACCOUNT EXECUTIVE 
There is an opening in this well es- 
tablished Agency for an Account 
Executive to contact accounts and 
solicit new business. This position 
offers a big future for an ambitious, 
energetic man with imagination and 
vision. Give full details regarding 
past experience, age, salary require- 
ments, ete., which will be treated 
in confidence. Our men know of this 

advertisement. 

Box 8122, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. _ 
FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with lead- 
ing organizations. 

185 N. Wabash Ave., Chicago 


Radio Trade Paper Desires Promo- 
tion Manager-Assistant Editor 
who knows radio advertising, pro- 
motion and research. Must handle 
printing production, copy, layouts, 
ete. Should have station or agency 
time-buying background. Chicago 

location. 
Box 8118, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


HELP WANTED 


PERSONALIZED SERVICE 
CAREER COUNSELORS 


Genl Mer, Special Machry ...$25,000 
Indust Engr, Electronics .... 10,000 
Sales Mgr, to Mfgis ......... 12,000 
Sales Mgr, Chemical goods .. 12,000 


Sales Promotion, Consum egds 1 


Copywriter, Consumer goods. 18,000 
Copywriters, Agcy-Mfgrs ..to 6,500 
Layout Artists, Adv, Agcy. .to 4,000 
Asst Adv Mgr, Mfger future .. 4,200 
Publicity Man, La Salle St. .. 6,000 
Circulation Men, Trade papers 6,000 
Editor, National Magazine ... 7,500 
Editors, Tr papers-hse organ 4,800 
Editor, House organ .......-- 3,600 
Mdse Men, Chain store ...... 8,500 
Buyer, Chain store..........-- 6,000 
Sales, Space National Mag ... 7,500 
Sales, Space trade paper ‘ 6,000 
Sales, Rubber gds Chicago... 6,000 


Sales, (15), All kinds exp ..to 6,000 


THE HONES COMPANY 

14 E. Jackson Blvd., Suite 1515, Chgo 
WANTED—Advertising manager for 
leading trade publication in its field. 
Applicant must know his way 
around in the agency field, how to 
write copy, sales letters, make lay- 
outs and plan advertising campaigns 
for clients. State qualifications, ex- 
perience, age and_ salary expected. 

Box 8113, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


THE MOST POWERFUL MAGAZINE ...IN A 4 BILLION DOLLAR MARKET 


For more sales power... 


Outdoor Life 


Finet chotce of discriminating sporlemen 


Young man wanted well grounded in 
the solicitation of national adver- 
tising preferaby with representa- 
tion or agency background in addi.~ 
tion to publication experience. Suc- 
cessful applicant will be placed in 
charge of southern office of growing 
newspaper representation organiza- 
tion. Replies should give experience 
present connection and salary ex- 
pected. All applications confidential. 
Box 8116, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, I11. 


I NEED THEE, GAL 

Are you an _é honest-to-goodness 
Secretary? If you like work, are 
naturally accurate, and get a thrill 
out of doing things just right, this 
may be the place you have always 
wanted. I am an advertising-sales 
executive—an appreciative guy who 
recognizes ability and loyalty, and 
believes an efficient secretary is a 
person of importance. Nice new of- 
fices with old-established firm in in- 
teresting line. 

Box $121, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, II. 


Established publications have space 
selling job open. Prefer agency con- 
tact man to whom can offer excel- 
lent salary and other considerations. 
Box 8114, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


POSITIONS WANTED 


CALIFORNIA: Assistant Ad Mer or 
Copywriter. Vet with 6 years exp., 
inc. 2 years ad. mgr, trade paper, 1 
year industrial copy. 
Box 8115, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


5-FIGURE COPY-CONTACT MAN 
now employed, wants job as right 
hand man to high-powered agency 
exec. or advtr. Chgo. or Calif. 
Young, personable, 12 yrs. major 
agey. exp. Answers will be held in 
strict conf. 

Box 8117, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Young woman formerly head of ad- 
vertising art department for large 
organization, desires connection 
with reputable art studio in sales 
capacity. Good agency connections. 
Box 8120, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Free-lance writing for ad copy, 
publicity, radio; also complete writ- 
ing and production on house organs, 
personnel booklets, direct mail. 
Hasten & Moriarty 
36 W. Randolph St., Chicago 1, Ill. 
Phone, Randolph 7832 


Chicago Veteran, under thirty inter- 
ested in Commercial Art organiza- 
tion. Good art background. 
Box 8112, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, 111. 
MISCELLANEOUS 
TRADE PUBLICATION 
OFFERS PARTNERSHIP 
Here is an opportunity for a man 
with editorial, advertising sales, or 
circulation background to become 
part owner of a publication serv- 
icing a major industry. Investment 
required: $7,000. Will consider out- 
right sale or investment without 
services. 
Box 8119, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, T11. 


ART FOR ADVERTISING 
layout, lettering & mechanical 
photo-retouching. Call R. S. Fenn, 
Wab. 1972, 608 S. Dearborn St., Chi- 
cago, Ill. 


EXPERIENCED ADVERTISING MAN 


Large electrical wire manufacturer in 
Pittsburgh industrial district requires As- 
sistant Advertising Manager. An excellent 
opportunity for a man well experienced 
in writing technical copy and having gen- 
eral knowledge of advertising. State sal- 
ary and qualifications. Box 6457, Advertis- 
ing Age, 100 E. Ohio St., Chicago II, Ill. 


Advertising Age, April 8, 1946 


INDUSTRIAL 
COPYWRITER 
AND 
ACCT. EXECUTIVE 


Must have ability to prepare high- 
est type advertisements and direct 
mail for industrial and building 
products. Should be able to take 
over client contact work and assist 
head of medium-size advertising 
agency in preparing marketing and 
advertising plans and public rela- 
tions programs. You will be work- 
ing closely with the head of the 
agency at all times, and the op- 
portunity for advancement is just 
what your ability and capacity 
make it. Agency is 26 years old 
and has sound background and 
excellent reputation in the sixth 
largest city. Give full details in 
your first letter. No age limit. 
Salary and bonus plan assures in- 
come in proportion to accomplish- 
ment at all times. 


Box 6459, Advertising Age, 
100 E. Ohio St., Chicago 11, Ill. 


Word Magic for Hire! 


Exciting, impelling words — subtle, 
coaxing words — svelte and suave 
words or substantial, earthy sunbon- 
net words. Copy to titillate and en- 
tice the emotions, or cool, logical, 
factual appeals to the reason. Graphic 
picture-words — tactile texture-words— 
savory appetite-words. Persuasive, 
habit-forming, sales-making words. 
Persistent, fluid, merchandise-moving 
words... 


Word-master, isolated in inland city, 
will sell agile merchandising mind and 
facile pen to aggressive Manhattan 
agency offering top-flight copy assign- 
ment. Will start for less than present 
substantial salary to demonstrate 
cash-register value of my copy to 
right agency. Let’s exchange frank 
details, figures in prompt first letters. 


Box 6462, Advertising Age, 
100 E. Ohio St., Chicago 11, Ill. 


Experienced Advertising- 
Public Relations 


Worker 


In Detroit: three years with 
One of largest, oldest 4-A Agencies 
Writing copy 
Making visuals 
Handling production 
Contacting client 
In New York: six years with 
$400,000,000 National Trade Association 
Educational Director 
Publicity—Public Relations 
Promotions—Exhibits—Displays 
Educational Tie-ins 
Located in Chicago after April 15. 
om woman. 
OX: 6460, ADVERTISING AGE 
100 E. Ohio Street, Chicago II, Illinois 
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Cresta Blanca 
Starts Two-Part 
Magazine Drive 


(Picture on Page 79) 
Los Angeles, April 2.— Cresta 


Blanca Wine Company is expand-| p.m 


ing its magazine advertising pro- 
gram, with two campaigns to be 
launched soon, Sander Heyman, 
advertising manager, has an- 
nounced. 

Breaking first, on April 7, will 
be the 13-time schedule of full- 
page, full-color insertions in The 
American Weekly. This series, to 
run for a year, centers around ‘the 
theme of quality and illustrations 
of grapes used in the wine. It has 
been emphasized in a six - page 
broadside and other material to 
Cresta Blanca salesmen and brok- 
ers, which point out the “intensive 
impact” of the magazine’s “local 
newspaper coverage.” 


Will Use Five Others 

The second campaign comprises 
a series of four-color full-page ads 
to run, beginning in May, in 
American Magazine, Harper’s Ba- 
zaar, House Beautiful, House & 
Garden and Vogue. These will 
have illustrations and copy re- 
sembling “the average magazine 
fiction page.” The campaigns are 
intended, Mr. Heyman explains, 
to reach more of the 15,000,000 
families now able to afford Cresta 
Blanca quality wine. 

Cresta Blanca, a Schenley Dis- 
tillers Corporation subsidiary, last 


ARE YOU THE MAN? 


ART DIRECTOR we a keen sense of the 
modern and dramatic . . . who can step into 
a leading New ee soeney and spark its 
Art Department . can take complete 
saree and be worth the. creditable salary that 
it offers. real opportunity. All correspond- 
ence strictly confidential. 


Box 6461, ADVERTISING AGE 
330 W. 42nd. St., New York 18, N. Y. 


prem nad nm nmne 


Hire a Veteran 
With a Future 


in Advertising 


* 
COPY WRITER, with 2 yrs. 


retail exp., notions, cos- 
metics, housewares, men's 
wear. Seeks agency oppor- 
tunity. 

Chicago. $3500. JH-245 


PUBLICITY or copy, 9 yrs. 
exp. editorial, advertising 
side of business papers, 


dailies. 
New York. $5500. JH-246 


MEDIA, sales or space buyer. 
9 yrs. selling & exec. exp. 
with newspaper--radio rep- 
resentative. 


Chicago. $4500. JH-247 
COPY-ART-PRODUCTION, 


All ‘round creative man, 
asst. acct. exec., 5 yrs. exp. 
dept. stores & agency. 

Chicago. $3500. JH-248 


SALES PROMOTION, or 
asst. ad mgr., 9 yrs. exp., 
can shoulder detail, corre- 
spondence. 

Chicago. $4000. JH-249 


* 


Write or Phone 
JOB HUNTER today! 


A Free Service of 


Advertising Age 


100 E. OHIO ST., CHICAGO 11, ILL. 
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year spent about $70,000 in maga- 
zines, using two-color quarter and 
half pages chiefly, and early this 
year ran full-color pages in Cue, 
The New Yorker and several 
shelter publications. It also spon- 
sors the “This Is My Best” show 
on the CBS net Tuesday, 9:30-10 


“Batten, Barton, Durstine & Os- 
born, Los Angeles, handles the 
account. 


Publishes ‘Dictionary 
of Foreign Trade’ 


“Dictionary of Foreign Trade,” 
by Frank Henius, foreign trade 
counselor, is a new book devoted 
to a detailed explanation of for- 
eign trade practices and proce- 
dures. The book, which is arranged 
in alphabetical order, has a collec- 


tion of nearly 300 forms employed 
in foreign trade. Prentice-Hall, 
Inc., New York, is the publisher. 
The price is $10. 


Fadell Names Macdonald 


George R. Macdonald, recently 
released from the Navy and prior 
to that associated with Blackett- 
Sample-Hummert and Barron G. 
Collier, New York, has been 
named director of sales promotion 
4 the Fadell Company, Minneapo- 
is. 


Gash Opens Offices 


Ellis T. Gash, who was promo- 
tion director for the Graphic Arts 
Association of Illinois during the 
war years, has opened offices at 
30 E. Adams St., Chicago, spe- 
cializing in the promotion and de- 
velopment of industrial products 
of all kinds. The new company 


will be known as Ellis T. Gash 


Associates. 


Kochanski Joins WSBC 


Mendel Kochanski, who prior to 
1940 was editorial and feature 
writer for a daily newspaper in 
Warsaw, Poland, and since his 
arrival in the United States has 
been a free-lance radio writer, has 
been appointed director of promo- 
tion and publicity for WSBC, Chi- 
cago. 


GC&N Appoints Aleshire 


Edward Aleshire, former gen- 
eral manager of H. W. Kastor & 
Sons, Chicago, and previously in 
the Navy, has been named man- 
ager of the newly opened Holly- 
wood office of Geyer, Cornell & 
Newell. The office will handle 
production of the Squibb and 
Nash-Kelvinator radio programs. 


69° 
Adds Central Products 


Critchfield & Co., Chicago, has 
added the account of Central 
Products Company, Chicago, 
maker of brewers’ supplies and 
processor for industry. Business 
papers will be used. 


Presba Adds Powell 


J. L. Powell, recently released 
from the Army and prior to that 
copy chief of O’Neil, Larson, Mc- 
Mahon, Chicago, has joined 
Presba, Fellers & Presba, Chicago. 


SIMPSON-REILLY, my, 
Publishers Representatives 
SINCE 1928 


SAN FRANCISCO LOS ANGEIES 
RUSS BLDG. GARFIELD BLDG.” j 
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women alluring. 


oes and catches 
plenty ) 
them! 


11 million new dresses a year—that's the kind 
of bait that catches males... 
The 61.2% of 1,700,000 young romance-seek- 
ing Hillman Women’s Group readers who have 
won connubial bliss go along with their sybarite 
sisters in insisting on being “best dressed”. 
Brand consciousness? Half of them ask for 
lingerie by brand name. No wonder America’s 
dress manufacturers, in 1945, scheduled more ad- 
vertising here than in any other Women’s Group. 
Here is today’s big $414 billion sales oppor- 
tunity for makers of all things that make young 


HILLMAN 


REAL STORY * MOVIELAND * REAL ROMANCES 


Womens Group 


and builds sales. 
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‘Outdoor Life’ Boosts 
Circulation and Rates 


Outdoor Life has announced a 
new circulation guarantee of 435,- 
000 average net paid, effective with 
the November, 1946, issue. This is 
85,000 more than the guarantee of 
350,000, which will go into effect 
in June. 

New advertising rate will be 


x WOOD «x 


Well read and liked by the important men 
im @ great industry—men who are work- 
img to achieve wood's exciting future. 


PRODUCTS 


$1,500 per black and white page, 
$3.75 per line, effective with the 
November, 1946, issue. Closing 
date for advertising will be the 
18th of the second preceding 
month. 


Chrysler Boosts Row 


E. G. Row, associated with the 
Chrysler Corporation of Canada, 
Windsor, Ont., for the past 25 
years, has been promoted to vice- 
president and general manager of 
the corporation. 


Nyal to Detroit Agency 

Nyal Company, Detroit, has ap- 
pointed Wolfe-Jickling-Dow & 
Conkey, Inc., Detroit, to handle 
advertising. C. M. Jickling is ac- 
count executive. 


COMMERCIAL CONTACT 
SERVICE 


for New York State, except Metropolitan area. 


STORE DETAIL: 


e Jobber and Dealer Sales. 
e Placement of Posters. 


e Stock Checking. 


e Coupon Redemption. 
e New Goods Delivery. 


CONSUMER DETAIL: 


e Manual distribution of coupons 


and samples. 


e Home or street interviews or surveys. 


e Mail distribution of coupons — 
by income group or sales routes. 


P. J. GREEN ADVERTISING SERVICE 
1118 Albany Street 


Utica 3, New York 


Business Paper 
Linage Steady 
During March 


Chicago, April 4—Business 
paper advertising linage continued 
to hold steady during March, ac- 
cording to the monthly tabulation 
by Industrial Marketing. Over-all 
total of publications measured was 
off one-half of 1% from the pre- 
vious year. 

Strikes and uncertainties over 
availability of materials continued 
to depress ad linage in industrial 
publications, these publications 
dropping from 17,579 pages in 
March of last year to 16,350 pages 
this year, a loss of 1,229 pages or 
7%. 

As was true last month, all other 
classifications showed gains, Trade 
papers moved up from 3,950 to 
4,645 pages, an increase of 695 
pages or 17.6%; export papers 
moved up from 1,479 to 1,542 
pages, an increase of 63 pages or 
4.3%; and the class group ad- 
vanced from 2,023 to 2,357 pages, 
up 334 pages or 16.5%. 

For the first three months of 
this year, all groups combined 
carried a total of 73,145 pages, up 
2.7% from last year’s figure of 
71,223 pages. Industrial papers 
were off 3.7% for the three-month 
period, while trade papers were 
up 21.9%, export papers 8%, and 
class papers 17.5%. 


Carter Leaves Ross 


Burnham Carter, a partner in 
the New York public relations 
firm of Ivy Lee & T. J. Ross, is 
taking an indefinite leave of ab- 
sence in order to devote full time 
to creative writing. Mr. Carter, 
who joined the firm’s predecessor, 
Ivy Lee & -Associates, in 1924, 
is author of one novel and many 
articles and short stories. 


JAMESTOWN: an Industrial City: PLUS! 


Hodgins of 
' “Ti 


me" 


50,000 visitors 
musical 
operas; 


famous 


broadened by 


“Plus CHAUTAUQUA 


Summer adjunct of Jamestown is 
America's premier cultural center at 
Chautauqua — on Chautauqua Lake. 


from 48 states attend 


events — concerts — recitals — 

educational 
schools — lectures — addresses by 
figures — swim, sail and golf. 
They SHOP in JAMESTOWN. 


Post-Journal daily carries exclusive 
Chautauqua news and program. 


opportunities — 


Jamestown's industrial background is 


wide cultural interests. 


Sell Jamestown and the Chautauqua Region through 


POST-JOURNAL 


JAMESTOWN 
NEW YORK 
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MARCH BUSINESS PAPER ADVERTISING VOLUME 


These figures, compiled by Industrial Marketing, must not be quoted or reproduced 


without permission. 
standard 7x10 type page. 


Pages Pages 
1946 1945 

Industrial Group 
pr US RESET eree *7117 *300 


Air Conditioning & 
eration News Gw) (aa texi6) E60 p43 


American Aviation (semi- 

SD sa4c30caGgendessae<e ss *164 *{101 
American Builder .......... 122 119 
eS: are v108 106 
American Machinist (bi-w).. *||530 *+763 
Architectural Forum ....... 151 187 
Architectural Record ....... 134 124 
Automotive & Aviation In- 

dustries (semi-mo) ....... §||364 §373 
PE Sr 127 259 
Aviation Maintenance ...... 60 98 
Bakers’ Helper (bi-w)....... 163 143 
MINS 5.505. 5.54 b4 00004 60 08 59 57 
Berewere TABGRE occ ccc icees 36 34 
Brick & Clay Record........ *v36 *30 
Bus Transportation ........ 162 170 
Butane-Propane News ...... 68 56 
MONE, heh <igas.06-0.0% *§ct153 *114 
Ceramic Industry .......... *V55 *52 
ones! cal ee Engineering - ‘ 

eet rere eee TTC 7 
Chemical Industries ........ *107 *110 
Chemical & SO 

ON | rar 7 342 
Civil Engineering .......... Marts 45 
See 140 135 
Construction Digest (bi-w).*||p98 *7132 


Construction Methods (9x12) 134 136 


UIE 6. 5.6566 0 000-0 64.5 45.06 51 53 
Contractors Engineers 

Monthly (99514) SEAS awe 760 55 
ER ere $199 143 
Diesel Progress (8%2x11).... 62 96 
Electric Light & Power..... 77 83 
Electrical Contracting ...... 130 128 
BOCITICRD BOUT 2c cccceees 50 . 49 
NL errr 226 212 
Electrical World (bi-w)..... 301 338 
rrr ee *241 *325 
Engineering & Mining Jour- 

Be rer re err vl19 142 
Engineering News Record 


OE tiasde en dses eee tess *|1826 *$353 
Factory Management & 


Maintenance ...........¢. 312 366 
Fire Engineering ........... 47 46 
UME SUICUMETIOD 650s cen cdces v1l77 164 
SNE 5.355. \ S30 0 6 54809.5aow a8 186 209 
| a eer ete 46 38 
oie PSS eee *|90 *82 
Heating, Piping & Air Con- 

EE. dada hie 64.5 4.4.0.0 6 137 
Heating & Ventilating...... 69 71 


Industrial & Engineering 
Chemistry (two editions). 167 155 
—_7 Finishing (4%x 


| ESTER er ere 83 83 
sedition: ee 13 147 
ee SS eer ere *B645 *{798 
PE BOO wc ccccaascvs R*§v101 *76 
Machine Design ............ 267 286 
Machine Tool” Blue Book 

SOS, 6.564.040.0006 040040 815 “868 
OT” rere ee 845 352 
Manufacturers Record ..... 48 
Marine Engineering & Ship- 

errr ee 165 278 
Materials & Methods ....... 196 201 
Mechanical Engineering ... 121 128 
Mechanization (4 13/16x7 5/16) v84 88 
Metal Finishing ........... 69 P78 
Metal Progress ............. 154 155 
RS Eee 289 325 
Mining & Metallurgy........ 9 26 
Modern Machine Shop (4%x 

OUND. $456 40464444 6 6406003: 330 
Modern Packaging ......... *216 *124 
Modern Plastics ............ *162 bd 
National Bottlers’ Gazette... 125 120 
— Petroleum News 

PT eee ee ee eee TEEe 34 122 
Nationai Provisioner (w)... 1*162 $134 
Oil & Gas Journal (w)..... *t602 *f597 
ef” es *|/E220 *E227 
Organic Finishing .......... 15 17 
Paper Industry & Paper 

.. SRP rrr ear 104 107 
Paper Mill News (w)...... *148156 *80 
Paper Trade Journal (w)...*B160 *t169 
Petroleum Engineer ........ §214 §211 
Petroleum Refiner ......... 180 209 
ty 2”. rey eee 139 1383 
WO suka atid 40056-04848. 242 265 
Power Plant Engineering... 129 155 
Practical Builder (1044x115). 33 29 
| Aer 65 57 
Product Engineering ....... *331 *385 
Production Engineering & 

MEE. 5.4.46 oyo.5.0005s 116 154 
Products Finishing (412x6%) 65 67 
Progressive Architecture ... 97 93 
ll. EP err rr 278 267 
RaUway Age (CW) ....6scecs. Bt313 $342 
Railway Purchases & Stores 131 134 
MORES. G BETORS. 006 sccccees 91 86 
Rock Products ............. 91 89 
Sewage Works Engineering. 17 18 
Southern Power & Industry 115 116 
Eo See rere *515 $559 
PIII 9055. 66.0645-64.050%0% 21 26 
Telephone Engineer ........ 51 51 
: a: ee *]101 =*//126 
i. rer ree 220 175 
ce ee ee 94 88 


Tool & Die Journal (5x7%). 152 163 
Water Works Engineering 


Unless otherwise noted, all publications are monthlies and have 


Pages Pages 
1946 1945 
Wentwetking Digest (4%4x 
TIER Oe ECCS Ss Gka NO ae OR 100 93 
CO ES ee 16,350 17,579 
Trade Group 
American Artisan ......... lll 96 
American Druggist ........ 204 164 
Boot & Shoe Recorder 
oS Se eae *188 *128 
Building Supply News...... 102 92 


Chain Store Age— 
Administration Edition 


CREE co csciccaese ees 35 82 
Druggist Edition ......... 147 130 
Fountain Restaurant ..... 38 16 
General Merchandise Va- 

riety Store Editions ... 173 121 

Grocery Editions ........ $140 98 
Commercial Car Journal. . 179 191 
pemasite Engineering ...... 140 134 

— Merchandising (9x 
Poy ee ee Te ee eee PORTO *165 *152 
Electrical Wholesaling ..... v82 73 
~— Implement News (bi- 
.OSGRESME6G0 6 054604 50% 152 7149 
Fue onl && Of) Heat.......... 0 62 
oo ge ere 102 92 
SE MUM pb 64'84,4-64.54.0468 13 9 
Hardware Age (bi-w)....... \|412 7381 
Hosiery Underwear Re- 

oo REE re rer 123 G136 
Jeweler’s Circular—Keystone 303 192 
Lingerie Merchandising ..... 65 F50 
Liquor Store & jane: v98 55 
Men’s Reporter (9x115%).. 164 128 
SHEED, 6.60445.0:84.0004:8 227 240 
ME ued cascada des c'oe se 134 132 
Motor A » Wor erer er aecer es 119 116 
NJ (National Jeweler) (5%x 

DANS eee 292 223 


Office Appliances (6 5/6x10). 149 131 
Photographic Trade News 


a... ) eer 55 34 
Plumbing & Heating Journal 47 49 
Sheet Metal Worker........ *61 *67 
Southern Automotive Jour- 

ME aGNG cas ib Pas 46 4455605 111 86 
Southern Hardware ........ 106 76 
Syndicate Store Merchandiser 

ig | re 128 115 

, SR eee 4,645 3,950 


Export Group 
American Automobile’ (Over- 


seas Edition) ............ 72 65 
American Exporter (two edi- 

Sere eae 442 3350 
Automovil Americano 99 91 
Caminos Y Calles..... oe” ae 40 
POTIBBOOUUCO 6 oc cccccaccecs 71 59 
Hacienda (two editions) . 127 117 
Ingenieria Internacional 

oe, Rea 80 76 
Ingenieria Internacional In- 

Sree 130 140 
Oficina Mecanica Moderna ; 

area 126 119 
Petroleo Interamericano ... 180 128 
Revista Aereo Latino 

MUU, | wih 65:0. 644 6 06400046 *S7 *40 
Revista Rotaria ............ 14 10 
Spanish Oral Hygiene 

MOPED BPEOD 5.04664 s%00 51 44 
Taller Mecanico Moderno 

CO 3 een 126 119 
World Fesretouss (-bkwke kas 71 81 

pee ee 1,542 1,479 

Class Group 
a tee yr (w) (10%x 

OD. caesasegates<sdsdeie.s *233 164 


p+ FELT, Funeral Director. {165 749 
American Hairdresser ...... 77 64 


American Restaurant 126 73 
Banking (7x10 3/16) 65 74 
Dental Survey ....... cass 2S 142 
Distribution Age ..... Sais 76 67 
Hospital Management *92 a 
Hotel Management ......... 114 97 
Hotel World Review (w) 

CURD 6 ci se cess sssecas *F44 *40 
Industrial Marketing ....... *134 118 
Medical Economics (44x6%) 134 109 
Modern Beauty Shop....... 105 80 
Modern Hos pital .....0.500% 189 189 


Modern Medicine (44%4x6%). 162 139 
Nation’s Schools SSSA SERS 77 70 


| re Aer ere 38 33 
Oral Hygiene (4 5/16x7 3/16) 133 150 
Restaurant Management ... §118 68 
Semoasee COSC 2... ccc ssse 35 21 


Se PO Pate Tee 38 30 

pt158 t169 

Total "2,028 
§Includes special issue. 

*Includes classified advertising. 

vEstimated. 

|Last issue estimated. 

BLast two issues estimated. 

cLast three issues estimated. 

pTwo issues. 

+Three issues. 

EFour issues. 

tFive issues. 

FEstablished July, 1945. Formerly 
Part II of Underwear & Hosiery Re- 
view. 

GNot including Lingerie Merchandising, 


Core cdoceccccseceses 2, 357 


rrr errs 52 61 now published se 
parately. 

Water & Sewerage Works... 64 54 ahMenthiy starting July, 1945. 
Welding Engineer ......... P 63 396 tTMonthly starting January, 1946. 
West Coast Lumberman.... *104 115 sCombined February and March issues. 
Western Construction News. 114 , 112 PNot including Organic Finishing now 
WOR WEF .ccccecccsece *74 *66 published separately. 
Aims Ads at Executives {To Announce Radio 


Douglas Aircraft Company, 
Santa Monica, Cal., has launched 
a campaign in business papers for 
the Douglas DC-3 Executive plane, 
through the Essig Company, Los 
Angeles. Douglas has bought from 
Army surplus troop carrier C-47 
planes, the military version of the 
DC-3, and offers them as a “lux- 
ury version of the world’s most 
thoroughly proven plane.” 


Emerson Ups Weisser 
Charles O’Neil Weisser, for- 
merly Western divisional sales 


manager for Emerson Radio & 
Phonograph Corporation, New 
York, has been appointed sales 
promotion manager. 


Show Awards in May 


National award winners for the 
second annual radio and business 
conference, sponsored by the 
school of ‘business and civic ad- 
ministration of the City ————- 
of New York (AA, Dec. 17), will 
be announced on May 1 at a din- 
ner in the Hotel McAlpin, New 
York, at the close of the confer- 
ence, which starts April 30. 


Allen Joins Kastor 


Jewett M. Allen has resigned as 
art director of Geyer, Cornell & 
Newell, Inc., New York, to be- 
come art director of Kastor, Far- 
rell, Chesley & Clifford, Inc., New 
York. 
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FOR FANS—A new issue of Gallagher 
& Burton's yellow and black match 
books carries the service emblem on its 
cover, and the matches distributed in 
the New York metropolitan district 
contain the schedule of games of the 
Giants, Dodgers and Yankees. 


Committee Urges 


CAB Drop Ratings 
and Set Standards 


(Continued from Page 1) 
Bros., was a pioneer user and is 
said now to be the largest user of 
the Nielsen Audimeter method of 
program ratings. Before the Radio 
Executives Club of New York re- 
cently (AA, March 25) Mr. Niel- 
sen cited the alleged shortcom- 
ings of both CAB and Hooper in 
a discussion of “Twelve Common 
Misconceptions or Errors in Radio 
Research.” 

Although Hooper in_ recent 
months has been most active in 
damning CAB, this organization’s 
viewpoint actually jibes rather 
closely with the CAB committee 
report. Hooper executives in- 
formed AA recently that they 
would like CAB to continue, not 
as a program rating service, but 
among other things as a “govern- 
ing board” to “police” Hooper and 
other rating services, and thus to 
provide impartial assurance to 
their subscribers that all inter- 
views which they say are done 
are done—and accurately reported. 


Members Not Unanimous 


Whether the CAB membership 
will go along with the “live or 
die” committee’s recommendations 


is an open question, and one which: 


apparently will not be decided 
unanimously. Three of the major 
networks have already canceled 
their contracts, AA was informed, 
and a number of the advertisers 
whose CAB costs are substantial 
are also expected to withdraw 
support. On the other hand, there 
is still strong feeling among many 
CAB members that the organiza- 
tion’s work should be continued 
and strengthened, and that the 
non-profit cooperative approach is 
best. 

There is a distinct possibility, 
therefore, that the committee’s 
recommendations may not be ac- 
ceptable to the majority of the 
membership. In such a case, ob- 
servers say, CAB may limp along 
for some time providing a rating 
service, but with costs doubled and 
support dwindling, the service will 


NO USE TURNING 
CUSTOMERS AWAY 


if You 
- | Manufacture 


and Sell 
dollar market you COSMETICS 


could queourese 
simply e ng 
theae people know you'd welcome their 
business. For the Negro looks to his race 
press for guidance. Your advertising in 
the Negro papers can earn his confi- 
denee, good will and regular patronage. 
But whether your product is cos- 
metic, food, drink, wearable, or any- 
thing else, it will pay you to write to 
Interstate United Newspapers, Inc., 545 
Fifth Ave., New York, for the facts on 
the success stories built out of reach- 
ing this great and growing market. 


ultimately prove too expensive for 
the “die hards” to maintain. 


Would Assume New Functions 


If the committee’s recommenda- 
tions carry, the new CAB would 
function in radio similarly to the 
Advertising Research Foundation, 
which is now engaged in studies 
of daily newspapers, transporta- 
tion advertising and farm papers, 
and which will soon launch a 
study of business papers. 

Now a tripartite organization, fi- 
nanced and directed by advertis- 


ers, agencies and broadcasters, the 
“new” CAB, it was reported, 
would continue to be directed by 
all three but would be financed 
primarily by the _ broadcasters. 
However, it was emphasized that 
the financing basis has not been 
determined. 

The “live or die” committee, in 
addition to Mr. Elder, represent- 
ing advertisers, included Thomas 
D’Arcy Brophy of Kenyon & Eck- 
hardt, New York, representing 
agencies, and Edgar Kobak, Mu- 
tual Broadcasting System, repre- 


senting broadcasters. Mr. Kobak 
has protested publicly against the 
costly duplication, as well as the 
shortcomings, of radio rating serv- 
ices. 


Give Summaries of Work 


Both CAB and Hooper recently 
prepared for ADVERTISING AGE sum- 
maries of radio audience measure- 
ment techniques. in which they 
pioneered. 

In November 1934 Hooper in- 
troduced the coincidental tech- 
nique which, Hooper says, was 


71 


adopted by CAB in 1942. In No- 
vember 1934, also, Hooper created 
a “base of uniform network com- 
petition cities as a means of cre- 
ating comparability between pro- 


QUESTIONNAIRE TABULATION 


—in your offices or ours— 
Speedily—Accurately. 
CONTROLLERS EXCHANGE BUREAU 
230 West 4Ist St., New York City 
Penn. 6 4294 


News. 


to Building a Better Civilization 


Advertising. Readership Devoted 


New Horizons ror 


THE CHRISTIAN SCIENCE MONITOR can be an 
important factor in rolling back present horizons 
that may be limiting the sales of your goods or 


services. 


By advertising in this great international daily 
newspaper, you reach an unusually responsive con- 
sumer market of men, women and youth who enjoy 
far better than average incomes. 

After conducting a survey for advertising ideas 
among his territory supervisors, one of our consist- 
ent advertisers makes the following statement: 
“Almost all felt that the schedule in THE CHRISTIAN 


Branch Offices 


NEW YORK: 500 Fifth Avenue 
CHICAGO: 333 N. Michigan Avenue 
DETROIT: 3-101 General Motors Building 
MIAMI: 1239 Ingraham Building 

KANSAS CITY: 1002 Walnut Street 

SAN FRANCISCO: 625 Market Street 

LOS ANGELES: 650 S. Grand Avenue 
SEATTLE: 824 Skinner Building 

PARIS: 56 Faubourg Street, Honore 
LONDON, S. W. 1: Burwood House, Caxton Street 
GENEVA: 16 Rue du Mont Blanc 
SYDNEY: 46 Pitt Street 


SALES 


SCIENCE MONITOR was the most effective advertising 
we did. Talks to a number of your retail store adver- 
tisers indicate the reason for the salesmen’s ideas. 
These dealers are the leading ones in many locali- 
ties. They tell about the definite demands for our 
goods from people subscribing to your paper. They 
say that such customers will accept no substitute.” 

In order to obtain full information about this 
MONITOR MARKET with its exceptional reader re- 
sponse and dealer influence, consult our nearest 
office—-THE CHRISTIAN SCIENCE MONITOR, One, 
Norway Street, Boston 15, Massachusetts. 
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gram ‘popularity’ ratings,” a “base 
of total homes called; ratings on 
individual programs—not moving 
averages; program ratings based 
on only those cities locally trans- 
mitting programs.” Only the last, 
Hooper says, has yet been adopted 
by CAB—in March 1943. 

In January 1935 Hooper intro- 
duced a chronological arrange- 
ment reporting all network pro- 
grams competitively, which, it 


, 


points out, was adopted by CAB 
in May 1944. 

Among other “firsts” claimed by 
Hooper are a program notes sec- 
tion, in 1940; ratings on limited 
network programs, in 1941; pocket 
piece, 1942; ratings to show audi- 
ences for non-sponsored network 
periods, in 1943; ratings on multi- 
weekly five-minute programs, in 
June 1944; advance rating bulle- 
tins, July 1944; talent detail for 


programs. 


FRANCISCO 


PMETROPOLITAN OAKLAND 


Dhe BRIGHT SPOT 


em ee * + 


on the PACIFIC )COAST 


Over a half billion dollars in 
retail sales in 1945... 
gain 69.8% 1940-45... 
diversified industries . . . 
of dollars being spent on indus- 
trial expansion and construction 


Write to the Oakland Tribune, 
Oakland 4, California, for booklet 
giving complete facts about this 
great and growing market. 


TOTAL NET PAID CIRCULATION 
DAILY 


SUNDAY 
A.B.C. Publisher's Statement, Sept. 30, 1945 


Population 
1226 
Millions 


ae ‘ 
. * 
aN A 


143,262 
147,210 


wre tewo 


WILLIAMS, LAWRENCE & CRESMER CO; > 
tatives Including Sunday Magazine Sectic 


Comics’ METROPOLITAN SUNDAY NEWSPAPERS, INC 
Member AMERICAN NEWSPAPER PUBLISHERS’ ASSN 


each sponsored network program, 
November 1944; and in the last 
year, composition of audience by 
geographic sections, day-by-day 
daytime ratings on Monday 
through Friday programs, and co- 
incidental interviewing conducted 
on 10:30-11 p.m., EST programs. 


25 CAB Innovations 


CAB submitted 25 in a “partial 
list of ways in which CAB has 
contributed to the progress of 
radio audience research.” In 1929, 
when still a committee of the As- 
sociation of National Advertisers, 
it “pioneered in developing a na- 
tional research service to acquaint 
advertisers with the results of their 
radio advertising.” This was fol- 
lowed by the formal organization 
of CAB in 1933, “bringing together 
advertisers and agencies.”’ In 1945 
representatives of media were 
added. 

In 1930 CAB claims to have 
pioneered in the use of telephone 
interviews; in publishing data on 
the volume of listening to in- 
dividual stations, and in publish- 


ing program ratings based on na- 
tionwide interviewing. 

CAB says that it started making 
rural, farm and non-farm audi- 
ence surveys covering a cross- 
section of rural homes in 355 com- 
munities in 1937. It “pioneered 
in the continuous analysis of audi- 
ences by four major geographic 
aréas” in 1933, and by seven 
geographic areas and four-city size 
groups in 1944. 


Other Pioneering Services 


At different dates CAB claims 
to have pioneered in rating na- 
tional spot programs; rating late- 
night programs nationally; in re- 
porting data on age and sex of 
actual listeners; “in publishing 
brand identification ratings based 
on listener identification of only 
those products advertised on the 
program—1943”; in reporting sets- 
in-use data by hour, day, season, 
geographic areas, population 
groups, income levels, and time 
zone areas. 

CAB started checking 50 cities 
for national program ratings in 
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1930, cut to 40 in 1932 and to 33 
in 1935, and then stepped up to 
81 in April 1944. 

In 1944 CAB introduced “the 
largest continuous yearly inter- 
viewing schedule as a basis for 
national program ratings.’ Its 
schedule covers more than 6,500,- 
000 telephone interviews a year. 


O’Brien, Dorrance Open 


Promotion Service Office 


Dick Dorrance and Harry F. 
O’Brien, both having resigned 
from CBS posts last week (AA, 
April 1), have formed their own 
company, O’Brien & Dorrance, at 
93 Park Ave., New York. De- 
scribed as a “promotion service” 
group, the company will specialize 
in booklets and folders, copy and 
art work for its clients, which have 
not yet been announced. 


Vienot Joins Baker 

M. Willard Vienot, formerly di- 
rector of production promotion of 
the Glenn L. Martin-Nebraska 
Company, has joined the Omaha 
office of the Baker Advertising 
Company as account executive. 


THIS 100-Million-Dollar MARKET 


Represented By 
BURKE, KUIPERS 
& MAHONEY, INC. 


THE 
THE 


Macon alone is a metropolitan market of over 100,000 (county 


101,800, retail sales, $51,514,000). 


ONLY THE MACON NEWSPAPERS 
COVER THE MACON TRADING AREA! 


MACON 


TELFAIR 


S 


NEWS and 
TELEGRAPH 


But tha*’s just the beginning. 


The Macon area swells the market to almost 370,000. Population 
367,200, retail sales $106,479,000. The Macon papers deliver 44% 
family coverage in the 22 counties—the lowest county 10%, highest 
112.8%. You don’t need better coverage. No other paper and no 
other combination of many papers approaches this coverage. Don’t 
overlook Maeon—one of the nation’s 60 largest markets. 
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Supermart Growth 
Accelerates Need 
for New Packages 


(Continued from Page 1) 
selection impose on package de- 
sign. The package must attract 
attention, tell the product story, 
build confidence, look clean and 
sanitary, be convenient to use and 
handle, and look like a good value. 
In addition, it must include other 
factors from the dealer standpoint, 
namely, look like a fast seller, 
deserve a preferred display, mini- 
mize selling, be convenient to stock 
and display, and prevent spoilage 
and soiling. 


Aids All Products 


William H. Carmichael, sales 
manager of the Arvey Corpora- 
tion, emphasized Mr. _ Steele’s 
points. 

He also pointed out that proper 
point-of-sale displays and packag- 
ing increased sales both of the 
advertised products and of the 
same kind of product not dis- 
played. He cited a test made by 
a liquor company which showed 
that when its gin was displayed 
sales of the displayed brand in-| 
creased 157% on the average, 
while sales of undisplayed brands 
of gin also increased 12% on the)! 
average. He also pointed out that | 
tests in March in 100 drug stores | 
showed that “the display effort | 
did not simply remove purchases | 
from non-display to display stores, | 
but resulted in a substantial im- | 
provement in both display and. 
non-display stores.” | 


Am. Airlines Ad Budget | 
Tops $1,500,000 in “46 | 


American Airlines, Inc., New) 
York, in its annual report for the 
year ending Dec. 31, 1945, shows | 
an expenditure for advertising and | 
publicity of $1,592,955.43, an in- 
crease over the 1944 figure of $1,-| 
415,478.65. Ruthrauff & Ryan, Inc., | 
New York, handles advertising for | 
the company. | 

The statement also reveals a net | 
profit for 1945 of $4,339,458, com- 
pared with $4,396,163 in 1944. 
Profit for 1944 was after provision 
of $1,000,000 for transition to 
peacetime operations. However, no 
similar provision was made in 
1945, the accumulated reserve be- 
ing considered sufficient. Total op- 
erating revenue for 1945 amounted 
to $47,415,999.93 compared with 
$39,244,011.62 in 1944. Of this, 
passenger revenue in 1945 was 
$37,317,430.27, compared with $29,- 
338,230.53 the year before. 


Fisher Joins NY Staff 
of Campbell-Ewald 


Sheldon M. Fisher, who during 
the war was publicity and public 
relations counsel for the United 
States Rubber Company’s TNT 
plant in Williamsport, Pa., and 
later conducted the newspaper 
series of articles on the company’s 
war products show, has joined the 
New York staff of Campbell-Ewald 
Company. He will act as a con- 
sultant on the U. S. Tires account 
for the agency in connection with 
distributor and dealer activities 
and will continue as supervising 
editor of U. S. Royal Tires’ | 
monthly “Dealer News.” 


| 


Photostat divisions 

540 N. MICHIGAN AVE. | 

185 N. WABASH AVE. 

410 N. MICHIGAN AVE. 
111 E. DELAWARE PL. 

} 


STANDARD STUDIOS inc 
Photography 540 N. MICHIGAN AVE. Si 
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J. R. HOPKINS 

Chicago, April 2—Jean Ray- 
mond Hopkins, advertising man- 
ager of Chicago Belting Company, 
died at his home in Deerfield, Chi- 
cago suburb, yesterday. Mr. Hop- 
kins, who was 57 years old, served 
as president of the National In- 
dustrial Advertisers Association in 
1927-28. Regarded as one of the 
most astute advertisers in the in- 
dustrial field, Mr. Hopkins also 
acted as consultant to several 
companies. His avocation was 
flower-raising, and his gladioli 
brought him both fame and money. 


W. STANLEY CHILD 

Oneida, N. Y., April 2.—W. 
Stanley Child, 80, organizer and 
first president of the New York 
State Press Association, died at 


his home here March 30. He was 
founder of the Oneida Daily Dis- 
patch and for 26 years was owner 
and editor of the Oneida Dispatch. 


SYDNEY G. WALLER 

Toronto, April 2.—Sydney Gil- 
bert Waller, artist and copywriter 
of Tandy Advertising Agency and 
active in advertising circles for 
the past 40 years, died last week 
at his home here. © 


LEE A. DAINES 

Pittsburgh, April 2—Lee A. 
Daines, 52, vice-president and 
general sales manager of Heppen- 
stall Company, Pittsburgh and 
Bridgeport, Conn.; ‘died suddenly 
last week in Miami, Fla. He joined 
the Detroit office of the company 


in 1923 and a few years later he 


was transferred to the company’s 
Chicago office as district manager. 
On May 1, 1945, Mr. Daines was 
elected to the position he held at 
the time of his death. 


Opens L.A. Office 


Sawyer, Ferguson, Walker Com- 
pany, New York newspaper rep- 
resentative, has opened a branch 
office in Los Angeles under the 
management of Miles Turpin, for 
the last eight years in the com- 
pany’s Chicago office. Robert 
Kinsley, formerly in the national 
advertising department of the San 
Francisco Chronicle, has joined the 
company’s branch in that city. 


Macfadden Ups Durand 


W. C. W. Durand, director of 
consumer relations for the last 
three years for Macfadden Pub- 
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lications, Inc., New York, has been 
named director of public relations. 
The publishing company also has 
established a press department for 
business papers and newspapers 
under the direction of William J. 
Reilly. 


Form Publicity, Inc. 


Al Longo and Sandy Giampapa, 
both recently released from the 
armed forces and before that on 
the publicity staff of Loew’s, Inc., 
have opened their own publicity 
organization, Publicity, Inc., with 
offices at 457 Stuart St., Boston. 


Appoints Goldman 


Daniels Food Products Company 
has appointed Goldman & Gross, 
Chicago, to handle its advertising 
for La-Fay and Jons French dress- 
ings. 


o_ 1885, Hoard’s Dairyman 
has been helping better farm 
families build bigger bank bal- 
ances. Hoard’s Dairyman subscrib- 
ers are the MORE families of U.S. 
agriculture. They own more, earn 
more and buy more! 

According to a study made by the 
U.S. Bureau of the Census, Hoard’s 


Dairyman subscribers have 489% more buying power than 
nearest neighbor farmers and 87% more than average farmers. 

The MORE families depend on the columns of Hoard’s 
Dairyman for money-making advice. It is the business farmer's 
favorite national magazine, because it devotes its entire edi- 


Varese. 


Beira. 


torial content to useful, practical, know-how information on 
the successful, profitable operation of a diversified farm. 
Hoard’s Dairyman’s leadership in readership among the 
more prosperous farm families can help you produce more 
sales per advertising dollar. Put the cream of the market at 
the top of your list...Start your farm schedule with Hoard’s 
Dairyman—the magazine the best farmers bank on! 


}EOARDS SIATRYMAN 


FORT ATKINSON, WISCONSIN + 250 PARK AVENUE, NEW YORK 
EDWARD S. TOWNSEND CO., SAN FRANCISCO, LOS ANGELES 
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‘Shreveport Times’ and 
KWKEH Get New Home 


Plans for the construction of a 
new home for the Shreveport 
Times and the Times’ 50,000 watt 
radio station, KWKH, have been 
completed. The new plant, which 
will be located on the northeast 
corner of Market and Lake Sts., 
will cost approximately $1,250,000 
with construction beginning as 
soon as materials and labor are 
available without causing delay in 
necessary residential housing ac- 
tivity. 

The main building will be four 
stories high, KWKH occupying the 
third floor. Everything about the 
buildings will be of the newest in 
design and convenience, embody- 
ing the latest postwar conceptions 
in both newspaper publishing and 
radio broadcasting. 


Complete line of artists’ materials 
and supplies 
Artists’ Rubber Cement 
S S RUBBER CEMENT CO 
314 N. Michigan Ave., Cen. 3373, Chicage 1 


Split Over OPA, 
Retailers Agree 


fo Poll Members 


Washington, April 3.—Unable to 
determine a common stand on 
price control renewal, members of 
the American Retail Federation 
today adjourned a two-day con- 
ference after agreeing to poll 
member organizations on OPA. 

The federation will mail ballots 
in a few days asking the various 
organizations whether they favor 
immediate decontrol or a 9 to 12- 
month extension of OPA. 

Disagreement was_ stimulated 
by Stabilization Chief Chester 
Bowles’ warning that premature 
lifting of ceilings can destroy post- 
war prospects of the free enter- 
prise system. 

Asserting that continuing price 
control can do no harm other than 


Your distribution may be national. . . 


BUT YOUR SELLING 
IS ALWAYS LOCAL 


cause inconvenience, Mr. Bowles 
told the retailers that a “bust” in 
this country now would destroy 
the last citadel of free enterprise 
in the world. 


Asks Production First 


Urging the retailers “to come 
out from behind their counters,” 
Mr. Bowles said that the expe- 
rience of the last war demonstrates 
that ceilings cannot be lifted until 
production is well under way. 

In the course of an animated 
session on price control problems 
yesterday, Ralph Robey, associate 
editor of Newsweek, demanded an 
immediate end of price control, 
contending that OPA has built up 
a tremendous propaganda machine. 
Dr. David R. Craig, ARF director 
of research, said a 15 to 181%4% 
rise in wholesale prices is needed 
to break the blockades holding up 
production, but “it is not so high 
as the increases we would get if 
we were to drive OPA off the 
cliff.’’ 

In his talk, Mr. Bowles said 
“there is nothing sacred about the 
present price level, but we cling 
to it because we do not dare to 
contemplate what will happen if 
we try to make any major changes 
now.” 

“Six, eight or ten months of 
good production would ‘take the 
speculative urge out of the coun- 
try’ and enable OPA to begin de- 
control by the end of this year,” 
Mr. Bowles said. 


Whitaker Joins ABC 


Ralph H. Whitaker, formerly in 
charge of new business for Kenyon 
& Eckhardt, New York, and pre- 
viously New York manager of 
Field Enterprises, has joined the 
American Broadcasting Company 
as an account executive. Mr. 
Whitaker has also worked on the 
advertising staff of Curtis Publish- 
ing Company, Philadelphia, was 
advertising director of Newsweek. 
and spent 12 years with McCall’s. 
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Last Minute News Flashes 


Bantam Books, Pocketbooks Start New Drives 

New York, April 5—-Bantam Books, publisher of 25-cent reprints, 
will begin a cooperative campaign with department stores in news- 
papers of 50 large cities on a quarterly basis, through Sussman & 
Sugar, Inc. The account will inaugurate car card advertising this fall, 


and a spot radio campaign, through BBDO to begin late in the year, is © 


being considered. Pocketbooks, through Lawrence Fertig & Co., has 
canceled all its advertising for 25-cent books effective in May. The 
Pocketbook’s campaign for its new $1 reprints will begin with a full 
page in Life and will use newspaper copy in 12 large cities for each 
title. 


Sweetser, Byrne & Harrington is New Agency 

New York, April 5.—Sweetser, Byrne & Harrington, Inc., an adver- 
tising agency that will be located at 1475 Broadway after April 15, 
has been formed with George T. Sweetser, formerly of Abbott Kimball 
Company, as president. E. Austin Byrne, recently in the Army and 
previously with Foote, Cone & Belding, is executive vice-president, 
and Ruth Harrington, also formerly with Abbott Kimball, is in charge 
of women’s accounts. Jess W. Sweetser, former director of advertising 
and public relations for Curtiss-Wright, will serve as counsel on public 
relations. 


Artra Cosmetics Breaks $250,000 Drive 

Bloomfield, N. J., April 5—Artra Cosmetics, Inc., opens, late in May, 
a 13-week $250,000 campaign for Sutra sun-tan lotion and cream. Copy 
will appear in national magazines including Holiday, Life, Motion Pic- 
ture, and in approximately 200 newspapers from coast to coast. Local 
radio time will be used in New York, Chicago, Detroit, Baltimore and 
Boston. Kelly-Nason, Inc., New York, is the agency. 


Baker, Stephenson Plan to Set Up Agency 

New York, April 5.—Lynn Baker and Clay W. Stephenson Jr., ac- 
count supervisor and account executive, respectively, are resigning 
from J. M. Mathes, Inc., and are reported planning to open an agency 
in the near future. Accounts they have worked on at Mathes include 
F. W. Woolworth Company; Lorr Laboratories; Dura-Gloss nail polish; 
Coast Fishing Company, and the Nitestik Company. 


American Airlines Launches Institutional Campaign 

New York, April 5.—American Airlines last week opened an institu- 
tional campaign with four-color double page advertisements in na- 
tional magazines including Collier’s, Life and The Saturday Evening 
Post. No details were released by the airline. Ruthrauff & Ryan is 
the agency. 


Breyer Joins Brisacher, Van Norden & Staff 

Los Angeles, April 5—As part of a move to expand its Los Angeles 
office, Brisacher, Van Norden & Staff will add Donald A. Breyer to its 
executive staff, effective May 1. Mr. Breyer has been a partner in 
Hillman-Shane-Breyer Advertising Agency here. 


| 
| 
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The MIDWEST FARM PAPERS are aimed directly at the in- | 


| 


terests and problems of farmers in the rich and prosperous | 


8 MIDWEST STATES. | 
Every single word—every single article—in every single | 
issue—is of vital interest to these farmers and that’s why they | 
prefer the Midwest Farm Papers so overwhelmingly—and why 
these papers with 89% coverage offer such an imperative pro- 
motional wedge into a huge and valuable market. SEND for | 
the Preference Survey Showing 6 to 1 Dealer Preference for the | 
Midwest Farm Papers. | 


AIDW 


CHICAGO 2 
6 N. Michigan Ave. 


The Farmer Wisconsin Agriculturist & Farmer Prairie Farmer | 
Nebraska Farmer Wallaces’ Farmer & lowa Homestead 


RM PAPER UNIT. 


DETROIT 2 SAN FRANCISCO 4 
$42 New Center Bidg. Russ Bidg. 523 W. 6th St. | 


NEW YORK 17 
250 Park Ave. 
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‘Largest’ Financial 
Ad in History Run 


by Cities Service 


New York, April 3.—This week 
and once weekly for the next five 
weeks, the Cities Service Com- 
pany will run a “public notice” 
in the New York Times, each ad 
averaging almost five full pages. 
Albert Frank-Guenther Law, Inc., 
the agency placing the ad, be- 
lieves it to be the largest space 
for financial copy ever scheduled. 

The five pages, solid with 60,- 
000-odd numbers, carry a list of 
the company’s bonds designated as 
called for payment June 1 at 
102, thereafter to cease bearing 
interest for their holders. As only 
part of an outstanding issue was 
called, City Service was required 
under the indenture to publish the 
drawn bonds in a daily newspaper. 
The bonds were issued in 1930 in 
various denominations with in- 
dividual numbers, requiring the 
efforts of more than 100 persons 
and many intricate tabulating 
machines to check the list prior 
to publication. 

In addition to accuracy of selec- 
tion, speed and secrecy also were 
necessary because of the certain 
date for publication set by the 
indenture to take advantage of the 
call price, which could not be 
revealed until the redemption an- 
nouncement. Only Cities Service 
officials, executives of the adver- 
tising agency and the Chase Na- 
tional Bank, trustee of the issue, 
and the typographer knew of the 
bond redemption and the “public 
notice” before publication. 

A total of $35,060,000 from an 
outstanding $75,578,190 of 5% de- 
bentures is being called in, cutting 
interest requirements on Cities 
Service’s total debt by about $1,- 
750,000 annually before taxes. 


American Tobacco Sales 
Top ‘45, but Slipping 


American Tobacco Company’s 
dollar volume and unit sales for 
January and February exceeded 
the same months of 1945 substan- 
tially, according to Paul M. Hahn, 
vice-president. 

At Flemington, N. J., Mr. Hahn 
told stockholders that preliminary 
March figures indicated that the 
lead over 1945 would not main- 
tain the same record pace set in 
the first two months of the year. 
Lucky Strike cigarets account for 
about three-fourths of American’s 
volume. The remainder is in more 
than 200 cigaret, cigar, smoking 
tobacco and snuff products. 


Fawcett Buys Building 


Fawcett Publications, Inc., pub- 
lisher of Motion Picture, Movie 
Story, Startling Confessions, True 
magazine, and other publications, 
has purchased a 21-story office 
building at 67 W. 44th St., New 
York, for $1,150,000. The new 
building will provide increased 
floor space over the firm’s present 
quarters in the Paramount build- 
ing, 1501 Broadway. 


DuBuque Joins Lear 

Jean H. DuBuque, assistant to 
the sales manager of Beech Air- 
craft Corporation, Wichita, has 
joined Lear, Inc., Grand Rapids, 
Mich., as head of all advertising 
and public relations, including 
mechanical products, aircraft 
radios and Lear home radios. 


Inviting Industry 
to WEST TEXAS! 


BRIGHTEST SPOT on the post-war 
map for industrial expansion and de- 
centralization, WEST TEXAS, ‘Raw 
Materials Capital of the World" of- 
fers low taxes and laws favorable to 
business; raw materials, cheap fuel 
and power reserves; under-industrial- 
ized progressive cities; ample man- 
ower, ideal year ‘round working and 
fiving conditions. 


Investigate West Texas Industrial Ad- 
vantages. Wire or write: 


WEST TEXAS 


Chamber of Commerce 


Headquarters Office: 
Dept. A-I, Abilene, Texas 


NEC Appoints Frey 


George H. Frey, sales service 
manager of NBC since 1940, has 
been named manager of eastern 
sales for the network, succeeding 
I. E. Showerman, recently named 
manager of NBC’s central division. 
Returning recently to the network 
as assistant manager of WEAF, 
New York, is William Burke Mil- 
ler, who has been overseas for 
the last two years with the Office 
of Strategic Services. 


Lee Bissinger to ‘Pic’ 

Miss Lee Bissinger, writer and 
book reviewer, has joined Pic, the 
magazine for young men, as lit- 
erary critic and book reviewer, her 
first column to appear in the May 
issue. Miss Bissinger thus attains 
the distinction of being the only 
woman critic writing specifically 
for men readers. 


Radio, Churches 
Serve Public 
Best, Poll Says 


Minneapolis, April 3.—In Min- 
nesota, people think that churches 
and radio do the best job of serv- 
ing the public. This is the con- 
clusion of the Minnesota Poll, a 
public opinion study conducted 
weekly by the Minneapolis Star- 
Journal and Tribune. 

The poll’s advisory board asked 
the following question: “In every 
community the schools, the news- 
papers, the local government and 
other groups all have different jobs 
to do. Around here would you say 
that the schools are doing an ex- 
cellent, good, fair or poor job? 


How about your local government 
... Churches... radio stations... 
newspapers?” 

Churches were called excellent 
by 27% of the polled section, and 
25% thought radio did an excel- 
lent job. Churches had 52% who 
thought they did a good job, and 
58% thought radio “good.” If the 
good and excellent categories were 
combined, radio would have been 
first in the survey. Trailing the 
leaders were schools, newspapers 
and local government, in that 
order. 

The results of the survey: 


No 

Opin- 

E. G. F. P. ion 

Churches .27% 52% 14% 2% 5% 

Radio ...25% 58% 12% 2% 3% 

Schools ..16% 52% 18% 4% 10% 
News- 

papers .10% 55% 26% 5% 4% 
Local 

gov't. .. 5% 49% 29% 8% 9% 


75 


The weekly poll is conducted 
by 65 field reporters after selec- 
tion of the question by the poll’s 
advisory board, a panel of 20 
Minnesotans. 


Stewart, Brown Elects 


Paul W. Atwood, who joined 
Stewart, Brown & Associates, New 
York market research and distri- 
bution consultant, in 1941, has 
been elected a senior partner. He 
will continue in charge of the in- 
dustrial division. 


Kmety Rejoins WWZR 
Violet Kmety, for the past six 
months in charge of programming 
for Muzak, Inc., New York, has 
returned to Zenith’s FM station, 
WWZR, Chicago, as program di- 
rector, the position she held for 
five years before joining Muzak. 


“The Sun is very effective in 
selling well styled merchandise” 


DEPARTMENT STORE MERCHANDISING EXECUTIVES read The Sun with 
an interest that further reflects its ready acceptance in diversified fields. Theirs 
is the responsibility for day-to-day sales results. They must have accurate presen- 
tation and complete coverage of news, trends and developments in the highly 
competitive New York retail business. For these they depend upon The Sun, 
further verifying the findings of the L. M. Clark organization's independent 
research which rates The Sun "one of America's best read metropolitan dailies.” 


ROY M. RUDOLPH 


Lord & Taylor 


“T have been a reader of The Sun for a great many 
years. I like its presentation of the news, its editorials 
and its coverage of interests important to the retail 
business. I like its feature writers, especially Sokolsky 
and David Lawrence and its financial column directed 
by Carlton B. Shively.” 


a1) 


DONALD MUNROE 


Vice-Pres. and Genl. Mdse. Mgr. 
Oppenheim Collins & Co. 


“T read The Sun because it carries more features 
than most papers do and because more stores of our 
type advertise in The Sun, I follow it regularly to 
keep informed of trends and developments of impor- 
tance in the retail field. In addition I find The Sun 
has a very good presentation of fashions.” 


Merchandise Mgr. Fashion Apparels 


“The Sun is a well-styled newspaper and very effective 
in selling well-styled merchandise. There is a definite 
need for a paper of this type in New York City because 
the public looks at The Sun for trends and ideas in the 
field of fashions. I personally always think of it par- 


ticularly as a fashion paper.” 
JOSEPH GREENMAN 


Merchandise Mgr. Ready-to-Wear Dept. 


Martin's, Brooklyn 


Represented in Chicago, Detroit, San Francisco and Los Angeles by 


Williams, 


Lawrence & Cresmer Company; 


in Boston, Tilton S. Bell. 


SOME OF 
THE SUN'S 
FAMOUS 
FEATURE 
WRITERS 


* 


GEORGE E. SOKOLSKY 


One of the nation's 
most astute analysts of 
political and economic 
problems commands a 
huge following with his 
column "These Days." 


* 


GAULT MacGOWAN 


War veteran, Sun war 
correspondent, author, 
explorer, world traveller 
now reports the Euro- 
pean political and eco- 
nomic scene. 


* 


VIRGINIA FORBES 


Restaurant-wise column- 
ist of "Cafe Life in New 
York," also directs The 
Sun's famed "Where to 
Dine Bureau." 


* 


GEORGE TREVOR 


Magazine writer, author- 
ity on intercollegiate 
football and other ama- 
teur sports, George 
Trevor is a feature that 
makes The Sun's sports 
pages outstanding. 


* 


WARD MOREHOUSE 


Accomplished author, 
playwright, scenarist, 
and drama critic, re- 
ports and reviews the 
New York Theatre with 
"Broadway After Dark." 
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Skol Sunburn Remedy 
Readies Summer Drive 


Skol Company, Inc., New York, 
through J. M. Mathes, Inc., New 
York, will break its seasonal cam- 
paign for Skol sunburn preventive 
with color ads, the first in Life 
May 27, followed by The Ameri- 
can Weekly, Collier’s, Look, Made- 
moiselle, The Saturday Evening 
Post, Seventeen, and the First 3 
Markets group. 

Druggists and other dealers will 
start local spot announcements in 
May. Other promotion includes 
outdoor, window displays, car and 
counter cards. 


In Pin-Up Girl Drive 
Walter Thornton, New York 
model agency, has launched a new 
500-line campaign in all metro- 
politan newspapers, through S. 
Duane Lyon, New York, featuring 
his pin-up girls. Each ad is headed 
“In 1900 It Was The Gibson Girl 
... Today It’s The Pin-up Girl!” 


U.S. May Acquire 
Own Paper Mills, 
Says Giegengack 


New York, April 5.—Despite as- 
sertions by American Paper & 
Pulp Association officials that 
printers would have more paper 
in 1946 than in any other prewar 
year, the U. S. Government Print- 
ing Office, one of the world’s larg- 
est paper consumers, last week 
called on the Civilian Production 
Administration to reinvoke its 
wartime powers to assure an ade- 
quate paper supply for govern- 
ment needs. 

A. E. Giegengack, public printer, 
declared that the government “is 
somehow going to get the paper it 


must have.” Acquisition of paper 
mills by the federal government 
was being considered, he said. 

The demand for OPA super- 
vision came shortly after the board 
of directors of the Printing In- 
dustry of America, Washington, 
voiced an inclination to make a 
similar demand. 

Mr. Giegengack told the Na- 
tional Paper Trades Association 
that the government’s demand for 
supervision came as a result of the 
limited number of bids made on 
government paper orders. The 
bids, he declared, covered only 
about 55% of the items advertised 
and on earlier appeals there was 
even less response. 

He made the prediction that the 
1946 production would fall about 
2,000,000 tons short of demand, 
and added, “Someone is going to 
get squeezed.” While the govern- 
ment is considering means of pro- 
ducing all the paper required for 


its needs in normal times, it would 
withdraw in critical times to a 
limited field of printing papers, 
obtaining other types than from 
outside sources. 


CBS Issues Glossary 


A glossary of radio terms, called 
“Radio Alphabet,” has been com- 
piled by a group of CBS execu- 
tives, and is being published this 
month in book form by Hastings 
House, New York. Book is divided 
into an introduction by the CBS 
executives, a 70-page glossary sec- 
tion, and an_ illustrated sign 
language chapter. 


Colley to Bennett 

Russell H. Colley, former head 
of consumer research for General 
Electric Company, Bridgeport, 
Conn., has joined A. S. Bennett 
Associates, New York marketing 
research firm. Mr. Colley was pre- 
viously with Benton & Bowles, 
Macfadden Publications and Geyer, 
Cornell & Newell, New York. 
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Reproduction of an advertisement from The Rotarian pre- 
by Cummings, Brand and McPherson of 
Rockford, Illinois, advertising agency for Freeman Stoker. 


THE 


—e 


Rotarian @ 


35 East Wacker Drive, Chicago 1, Ill. 


and community.” 


Assistant Manager 


Freeman Stoker Division, 
Iinois Iron & Bolt Co. 


“An analysis of your market made in con- 
sultation with our agency,” writes Mr. Beard, 


reasons why we have 


found it profitable to advertise in The 


“First, you have an audience of homeowners 
in the upper income brackets; many also 
own income producing residential property. 
Their choice of heating equipment also in- 
ve fluences the purchases of others. 

“Second, you reach business and industrial 
executives who can use our industrial line 


“Third, you reach men of community influ- 
ence on school, hospital, church and civic 
governing bodies who make decisions for 
institutional installations. 

“So you see that we benefit from your entire 
‘triangle of influence’—personal, busiress 


To Mr. Beard’s analysis, add exceptionally high reader interest among these 
executives (net paid circulation now over 217,000), and you have the story... 
the reason why so many national advertisers have found The Rotarian a most 
effective and economical means of reaching men who have what it takes to buy 
what they sell. We'll be glad to give you further facts and figures about this 
influential, high-income audience. Just drop us a line . . . there’s no obligation. 


New York Office: 125 East 46th Street 


New York 17, New York 


oo 


Pacific Coast Office: 681 Market Street 


San Francisco 5, California : 
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CBS Shows Color 
to FCC, Reveals | 
Admen’s Plaudits 


New York, April 4.—CBS celi- 
maxed its 90-day campaign to 
forestall black and white tele- 
vision this week with two dramatic 
strokes. 

First was a demonstration of 
CBS high-band color for Charles 
Denny, acting FCC chairman, and 
17 commissioners and staff mem- 
bers. 

Second was CBS President 
Frank Stanton’s presentation to 
the FCC of endorsements of color 
by 100 advertisers and agency ex- 
ecutives, “the very men and wom- 
en who are the key to commercial 
success of the art.” Mr. Stanton 
told the FCC delegation that black 
and white cannot compete with 
color, and that commercial exploi- 
tation would be “a waste of time 
in face of color’s impact.” 

Typical of Mr. Stanton’s testi- 
monials from admen were these: 

Walter Hoving, former president 
of Lord & Taylor: “I think you did 
demonstrate that black and white 
television is far inferior and very 
unsatisfactory, compared with 
color television. This you proved 
without a shadow of a doubt.” 

H. W. Roden, president, Ameri- 
can Home Foods: “I was pro- 
foundly impressed with the CBS 
color television demonstration. I 
cannot see how any family will be 
content with anything less than 
full color on its television set.” 

E. F. Hudson, vice-president, 
Ted Bates: “I do not believe that 
the public will accept monotone 
television once color television pro- 
grams and receiving sets are avail- 
able. I am of the opinion that the 
impact of commercial messages in 
color will be several times that in 
black and white.” 

The FCC party witnessed an 
RCA demonstration at Princeton, 
N. J., before proceeding to New 
York for the CBS showing. 


FTC Dismisses 
P. Ballantine 


Merger Case 


Washington, April 4.—The Fed- 
eral Trade Commission virtually 
confessed today that anti-merger 
sections of the Robinson-Patman 
Act are unenforceable, as it dis- 
missed a two-year-old complaint 
accusing P. Ballantine & Sons, 
Newark brewer, of illegally ac- 
quiring the common stock of the 
Christian Feigenspan Brewin g 


Pon brand. 

Important in itself, the Ballan- 
tine case has the added significance 
of charting an obvious “out” for 
the Consolidated Grocers Corpora- 
tion, Chicago, and others who may 
find themselves accused of buying 
up the common stock of their com- 
petitors. 

The FTC announced dismissal 
“after considering the record and 
the respondent’s motion for dis- 
missal.” In its complaint in 1944, 
the commission said that the Bal- 
lantine corporation paid $5,020,000 
for stock of Feigenspan and its 
subsidiaries, retired the PON 
brand and lessened competition in 
the Atlantic Coast and New Eng- 
land areas. 


Establishes Radio School 


Temple University and Station 
WFIL, Philadelphia, have founded 
a school of radio to begin next 
September. This new school, the 
Temple University School of 
Radio, the first of its kind in the 
Philadelphia area, will offer a 
four-year course leading to a de- 
gree of Bachelor of Science with 
a major in radio, and elective 
courses will be open to all uni- 
versity students. Facilities of the 
radio station will be made avail- 
able to the school for workshop 


experience, 


Company, maker of the competing. 


<—. 


ene siete 


Smt Ooms posdctd a —__ ee 


ma’ OQ O fo f- fa oO 


QO To who nD ert 


Sr Oe Ss SK oe eS OF 


ar ide Tomas: 7 ei % fia : nit einai eres ie eet wie cara ie Kay ae 3 at Re eee PEt a beet Sn ig ae ae % 
ie ca a Pat > as hin 3 Jae 5 3 ey Pe _ om ahem ves ve iy . ee Ne epee Y ian Z : SAR ‘ a3 ys oe Se (eee Py “ % Se WL rate 8 pe ? 4 
= : ee 
pike | / 
aie 
Me * | 
ed se 
3 
mo 
7 
siesta 
Pe 
it 
id : Po 
"a “ 
+ : 
: ‘ 
ei 
lee | 
SY 
a 
a5 ati | 
sae 
Pres eS Rae ets a woes ee oe Ae ee oo oe — ee pe eee ne oo pe ee MS o ee oe ee ee ae eee ee 
sie a e ‘ eae ‘ Sakae 3 Bee Se Bates gee z Pee baie ec ce a ea eee i gee er aaa pee 
; Se es es ‘ . rc crc | 
Bry eo : : : Se A es aR oo — * = oe | 
a oe) — ——ai—OOeeesss i i Pe SS 
. = ety Gee er ee th eee ae Soe ee ck PO A a SO Se re $= Se ame e ek ce ee ae ? % Pe aie gt 
oa ae Ce a es Be F fo 2 ae 4 ES eL, Oj | ry sig © ae 
Be te des ee ; oF SOS So” dete lt eet Oe ee Sea ees Aca ie pee eee ere es ie cc! is Be eg 
: eo cf wy COU oer fF ee. eo oe Oe ge es gd Pe | 
Sis Sa Oa ok rer tae ate gece Se Ree ae AP aM a Se Gee a a em ee Sa ae RS a i 3 Soe 5 ae ee ae ee 
oo ee Me oe oe. COD ; oo. Mele. — 
os ieee ae a EE Ae asta) ek | 
| el fa OYTICH Fri § FIFJCU BAU Ow een. LULU 4 ee + Pe 
of oe oe 4 ILF'P ££ ea. EF HR 4 EO EO ce Be ee cage Geri 8 Ma LARA io Bas Be ogee oe me eR sp es 
: foe AP ee A/T. FF YL FR EF ces oe eee eee ame : Ca eg 
tt wMeyrev oe cc ee Pe ee ee 
7 a ee oe ee ge ee ee eee ba 8 ee. es | 
7 Sie tia eo SG SS Soe Gis Sh ook ea me Ge coe tas er ok : % eee Rea i Bs Seats Sie pee ee Be % es a) Een ae 
me = eo : a - a UC e 
eee te ‘ te : eS POR re See eee ca ce eee . ie iy tes ee NG Hees 
- ee = Ss . Cr ee a _ : : : : ee eG * eae is \ a S | 
: ee ee Se Se eee - . ] os >, es — an 
ee we — ms CS ee oS e - s ce 2 ok ge 
peice / eae nn ttiti——~Z~<:2a< <- ae Rs 
eae A / LA 7  — j -. Lae oe 
pai ees oe am 
Sees ia = i a Ps 
ey y's —— - ae says 
4 e ~—s aS a 

ii ~<a ce A : 
ie —= ‘ 
Cal ! ' al | “ 

Wee e ‘ 

By — — » 

a =o Qweslmentl in f 
dit owt es t 
Pee! 

oo 

eS EATING EQUIPMENT t 
- TIC HOME t 

- AUTOMA 
cae 
si j 
See 

| 
a F AMERICA’S es ee | 
agi : oi ee | 
at ae F 
a ee sr 
* Sg - a | 
a ry ¥ . 
okers combine 
, truction and s 
ding efficiency, 
iS throughout t = 
va See for yourself how Tf nation ; 
ees and one of the leaders in a 
ay sts, save you time an a7 an b. 
pean tically! There is a mo 
gh. ‘ : 

nes. 

ag 
| secede 
<a : 

‘z = 
pee ee 
ee. 
ees, 
gee 
A hp es | 
5 
en my 
a Bec | 
q ee | 
oe : | 
| a ~ 
: | ( 
Oy | 
) ¢ | 
4 2 eC 
y ~ Hi | 
‘ 2) : | 
y \ = 
° i e 
wi | 
5 | 
Pe | 
= : > | ' 
P) 
| 
x | 
a =— _ A —— —— ro —_ 7 
- “ - 
‘ ‘ . A 
- : hee wee — ps. E * _ . ee 3. F - A hae * a 4 = “| ae ~ 5 : i Re 


8, 1946 


yor 
ls 
Jits 
“BS cli- 
aign to 


te tele- 
jramatic 


ation of 
Charles 
lan, and 
ff mem- 


sident 
ation to 
of color 
ancy ex- 
1d wom- 
amercial 
Stanton 
at black 
te with 
| exploi- 
of time 
’s_ testi- 
these: 
resident 
you did 
id white 
nd very 
>d with 
| proved 
oubt.” 
Ameri- 
as pro- 
he CBS 
ition. I 
r will be 
‘ss than 
set.” 
resident, 
eve that 
ionotone 
sion pro- 
re avail- 
that the 
sages in 
; that in 


ssed an 
‘inceton, 
to New 
g. 


~ 
> 


he Fed- 
virtually 
-merger 
-Patman 
; it dis- 
mplaint 
< Sons, 
ally ac- 
: of the 
ewing 
mpeting. 


Ballan- 
lificance 
gut” for 
‘orpora- 
rho may 
' buying 
ir com- 


ismissal 
ord and 
for dis- 
in 1944, 
he Bal- 
)},020,000 
and its 
> PON 
tition in 
w Eng- 


shool 


Station 
founded 
in next 
ool, the 
*hool of 
1 in the 
offer a 
oa de- 
ce with 
elective 
all uni- 
; of the 
e avail- 
orkshop 


——— 


’ showed an increase in dollar vol- 


A, 
Advertising Age, April 8, 1946 


Note the change in name 
The cereal’s exactly the same 


— CORN-SOVA suneos 


NEW NAME—Kellogg Co. used this 

newspaper copy recently to tell con- 

sumers that its cereal, Maizoy, is now 
called Corn-Soya Shreds. 


Bridge Sees Gains 
for Newspapers in 
Aggressive Selling 


Forecasts Strong 
Competition Among 
Media for Ad Dollars 


Albany, April 3.— Newspapers 
will be faced with increasing com- 
petition from other media in ob- 
taining an estimated $1,008,000,000 
annual advertising total and will 
have to rebuild aggressive sales 
machinery to get their share, Don 
Bridge, advertising director of the 
Gannett Newspapers, told a meet- 
ing of the Advertising Managers 
Bureau of the New York State 
Dailies here Monday. 

Mr. Bridge said that total adver- 
tising expenditures in this country 


ume, but he pointed out that “the 
fact of greatest significance is that 
total advertising volume during 
the 1920s was about 3% of na- 
tional income while in 1945 it was 
only 14% of national income. Ex- 
pectation of large increases in ad- 
vertising is based upon hope that 
total advertising expenditures will 
gradually climb back to a figure 
approximating 3% of national in- 
come as merchandise and services 
become plentiful and competition 
becomes keen.” 


Must Tap Important Fields 


Forecasting an increase in op- 
portunity for a large rise in news- 
paper advertising volume, he said 
that ‘“‘we will be wise if we con- 
sider it an opportunity to drill for 
oil in extraordinarily promising 
fields rather than a bonanza of 
gushers spouting an endless stream 
of automatic business.” 

Mr. Bridge told the advertising 
managers that theirs was not a 
competition-proof situation even if 
they happened to have the only 
newspaper in their city. “One ex- 
ample of a competitor that usually 
is permitted to be a ‘sleeper’ in the 
race is mail advertising, which ab- 
sorbed $270,000,000 in 1945. While 
this represented a decline of 10% 
in total mail advertising, the per- 
centage of retail appropriations 
put into mail advertising increased 
in 1945 over 1944 and retailers 


Air travel could definitely be made roatioe 


with oil men, the “travelingest” of business 
and technical men . . . office to office . . . 
field to field . . . country to country... . 


hemisphere to hemisphere. 


The monthly International Feature issues 
of The Ov. WEEKLY are a natural for lines 
crossing international boundaries . . . fertile 
soil for promoting a wider air conscious 
ness on the part of oil engineers, con- 


plan a further increase in 1946.” 
Speaking of the sales promotion 
information to be obtained from 
studies such as the Continuing 
Study of Newspaper Reading, he 
said that “extremely few news- 
paper men and very few advertis- 
ers have dug from these studies 
more than a fraction of the vital 
facts that await our analysis and 
use. Possibly an appropriate name 
would be ‘the Continually Neg- 
lected Gold Mine of Facts.’ ” 


Newspapers Assist Magazines 


He cited the shopping newspa- 
pers, controlled circulation papers 
and an increasing number of 
magazines as “additional hands 
thrust into the pouches that hold 
expanded advertising appropria- 
tions.” Pointing out that the pa- 
per shortage had given magazines 
a competitive advantage, he said 
that newspapers decreased total 
pages 20% and magazines in- 


ee 


27 


creased total pages 16% during the!reach a reasonable number of |facturer to tell his story to the 


war. 

“We are again assisting maga- 
zines by publishing at retail rates 
the advertising of stores that tie in 
with magazines. We cannot con- 
demn the magazines because they 
try to bolster their limited local 
coverage with your circulation or 
because they use this method to 
enhance their prestige with na- 
tional advertisers and agencies as 
local media. The question is 
whether you and other newspaper 
advertising men wish to put on the 
boxing gloves in self defense, us- 
ing the sound, constructive sell- 
ing arguments that are available.” 


More Reshuffling Ahead 


An increasing number of radio 
stations, particularly in the FM 
field, “will reshuffle the audience 
and sub-divide it into even more 
segments,” Mr. Bridge said. “This 
will increase radio advertising 
costs if the advertiser hopes to 


these segments. While retailers 
place ten times as much money in 
newspapers as radio, we cannot 
overlook the fact that 1946 plans 
of retailers call for allocation to 
radio of a share of the total adver- 
tising appropriation that is double 
that of 1943.” 

Television, he said, would prob- 
ably be a more successful adver- 
tising medium than radio in retail 
sales. 

Newspapers, he said, have a 
sound selling argument and will 
undoubtedly maintain their posi- 
tion in the field with aggressive 
salesmanship. The prospects for 
advertising and the number of new 
advertisers are increasing rapidly, 
Mr. Bridge said, pointing out that 
a rise in the national income will 
create more consumers, and a flood 
of new products and technological 
developments will make it more 
necessary than ever for a manu- 


|public in order to sell his goods. 


Hall Drops Agency Status 


Effective May 1, the Lloyd H. 
Hall Company, New York, is with- 
drawing from the _ advertising 
agency business to devote its en- 
tire efforts to marketing and pub- 
lication research through the edi- 
torial analysis bureau, a division 
of the company. This editorial re- 
search service includes 70 publica- 
tions in the consumer field and 
several groups in the trade and 
industrial field. 


Wesley Resigns Account 


Wesley Associates, New York, 
on May 1 is resigning the account 
of Arlington Mills, Lawrence, 
Mass., which, through its selling 
agent, William Whitman Company, 
New York, has canceled all con- 
sumer advertising because of “pre- 
vailing conditions in the textile 
industry.” 


tractors and executives. The On. WEEKLY. 
Houston, New York, Cleveland, Chicago, 
Tulsa, Los Angeles. ee 


Look for the name ‘‘Hammermill Sond’’—that’s all you need to 
know in choosing paper for your letterheads and forms. 


callable ive ‘esis 


Hammermill Paper Co., 1459 East Lake Road, Erie, Pa. 


I’d like to see how Hammermill Bond has improved in color 


range and quality since war’s end. Please send—free—a 


| copy of your new sample book. 


Name 


Position 


(Please attach to, or write on, your business letterhead) 
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“Casey Coffins That Are Fine, Made Of Satin, Brass And 
Pine. When Death Comes Knocking At Your Door, 


Yours for the 
Jacob’s exclusive Boston Globe 
articles reprinted in a 40-page 
booklet. Write or call us for 


your copy. 
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““l’m in the world’s most beautiful cemetery.” 


“Those E 
9ypti 
knew a. req 


of a Corpse, “ 


lly 


Call Columbus Two-Oh-Four.” 


experiences exclusively for The Boston Globe. 


snows of the Yosemite. 


asking .. . Bill Globe, this true-life thriller is typical of the calibre of special features brought 


of America’s best read newspapers. 


The Boston Globe 


MORNING + EVENING + SUNDAY 


“But [’ve never written anything for publication,” Bill Jacobs protested when we 


telephoned him just after his rescue and asked if he’d write the story of his 


Fortunately we talked him into it. And what a story! A brilliantly written, play- 
by-play, thought-by-thought description of his solitary ten-day fight for life in the 


Appearing in serial form in four issues of The Morning, Evening and Sunday 


to the readers of The Boston Globe . . . one more reason why it is known as one 
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SUPREME COURT OF RADIO LISTENING—That's the title of the group of 
wives and children of leading radio entertainers, who are the feature of Hamil- 
ton Radio Corp.'s new magazine campaign for Olympic radios with "True Base” 
tone. Mrs. Jack Benny and daughter Joan appear in first ads April 20. La- 
Roche & Ellis, New York, is the agency. 


PLAN AFFILIATION MEETING—Officers in charge of the convention of the 

Affiliation of Sales and Advertising Clubs, scheduled for Pittsburgh May 23-25 

are, front row: Helen Ryman, co-chairman; K. E. Kellenberger, general chair- 

man, and D. J. Coullie, co-chairman. Standing: Eric Zimmerman, secretary of 

the affiliation, and J. C. Cullison, secretary of the Pittsburgh Advertising Club, 
host of the convention. 
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FASHIONS TAKE PART—Although they don't show up in this picture, fashion- 
ably dressed women are part of the setup in Cory Glass Coffee Brewer Co.'s 
new ad series. Looking at the first ad, here, are Ray Johnson, Cory’s new 
assistant ad manager; N. H. Schlegel, ad manager, and Ken Ring, account 
executive of Weiss & Geller, Chicago, agency in charge. 
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NEW CAMPAIGN—This color page in 
Cresta Blanca Wine Co.'s expanded ad- 
vertising effort is scheduled to appear 
in May issues of a list of national 
magazines. Cresta Blanca is a Schenley 
Distillers subsidiary, and the account 
is handled by BBDO, Los Angeles. 
(Story on Page 69.) 
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NEW—Mil-Du-Rid, new product of In- 
terchemical Corp. Trade Sales division, 
Fair Lawn, N. J., is a fungicide for 
household use, which destroys mildew 
and prevents its return for months. 
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PUBLIC RELATIONS WINNERS—Four award winners for outstanding public 
relations performance in 1945, at the first annual awards dinner of the Ameri- 
can Public Relations Association in Washington are, left to right: Irwin Robin- 
son, who was cited for his work as director of information, Advertising Council; 
Holgar Johnson, Institute of Life Insurance; Sally Dickson, Sally Dickson As- 
sociates, and F. W. McKenney, Trailer Dealers National Association. 


UTILITY AD JUDGES—More than 200 entries in the 1945 Better Copy contest 

of the Public Utilities Advertising Association were received by the contest 

chairman, F. |. Fairman, Kentucky Utilities Co., Lexington (left) for selection 

by the judges. Left to right, they are: D. D. McMahon, community relations 

counsel, Dixon, Ill.; J. Robert York, western service manager, Bureau of Adver- 

tising, ANPA, Chicago, and Brooks Smeeton, professor of advertising and sales- 
manship, Indiana University school of business. 
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SILVER PLAQUE WINNERS IN ABP CONTEST—First award winners among the 34 companies cited in the 4th annual Asso- 

ciated Business Papers competition for advertising in business papers are the six advertisers whose copy is shown here: (1) 

B. F. Goodrich; (2) Aridye Corp., subsidiary of Interchemical Corp.; (3) Barrett-Cravens Co.; (4) E. |. du Pont de Nem- 
ours & Co.; (5) Johns-Manville Corp., and (6) Corning Glass Works. (Story on Page 34.) 
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On her arduous 1933-34 tour, Katharine Cornell deliberately picked numerous out-of-the-way towns, 
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1933! On Broadway the 
drama languished. Many 
theatres were dark. Out- 
side of Broadway, except 
for a few Eastern cities, the 
theatre was dead. Critics and theatre managers gloomily 
agreed that people throughout America no longer cared 
for the drama. Broadway’s heart was heavy. 


Unmoved by the uneasiness about her, a famous young actress 
sat calmly in her dressing room . . . reading. She read the great 
plays of the masters. She tead of the tours and triumphs of cele- 
brated actors and actresses. 


This reading—a lifelong habit—instilled in Katharine Cornell 
a deep conviction that the drama was not just for the few, but for 
everybody. “The theatre does not belong to Broadway, but to all 
America,” she said. 


Courageously, she set out to prove that the drama was still a 
vital, inspiring force. There was only one way to do it. She would 
go “‘on the road.” Unhesitatingly, she broke a deep-rooted Broad- 
way tradition by closing a phenomenally successful play. With 
the finest company she could assemble, she went on a nation-wide 
tour. William Lyons Phelps described her venture as “almost 
missionary work,” 


She played wherever she could get space—in auditoriums, gym- 
nasiums, community halls. She opened theatres closed for twenty 
years. Musty, cobwebbed opera houses rang to the ardent speeches 
of Romeo and Juliet, Candida and the poets Browning. 


“Miss Kitty’? Cornell drew huge audiences. In Texas, people 
drove hundreds of miles to see her. In New Orleans, disappointed 
crowds almost rioted when turned away from packed houses. In 
Seattle, one thousand people waited until 1 A.M. for her weather- 
delayed train, then sat until four in the morning as she “carried 
on” for them. 


To a half-million people scattered over seventeen thousand 
miles Katharine Cornell brought the privilege and enjoyment of 
great drama. When she returned in June, 1934, the road had been 
opened. For her service to her art and to the people she received 
a national award, presented at the White House. 


Reading —Theatre for Millions 
Just as the drama, carried to all America by Katharine Cornell, gripped 
thousands and thousands of people, so the drama of real life, presented 
in the pages of The American Weekly, holds millions of readers en- 
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Greatest 
Circulation 


in the World 


many of which had not seen a play for 20 years. Throughout America, from Amarillo, 
+++ from Tacoma, Washington, to Montgomery, Alabama, she played in Romeo and Juliet, Candida and The Barretts of Wimpole Street. 


READING helped her Revive the 
dying AMERICAN THEATRE 


thralled every week. This great magazine’s editorial acuteness in dra- 
matically presenting life’s many scenes has made it an extraordinary in- 
fluence in more than 8,000,000 homes from coast to coast. 


The editorial eye of The American Weekly delves into yesterday, to- 
day, even tomorrow, for fascinating features about man’s loves and 
hates . . . joys and sorrows . . . the sweet, the foolish, the tragic episodes 
of his existence. Here, too, are recorded the gains of art, literature, re- 
ligion. Two recent articles—‘Age Doesn’t Matter,” dealing with May- 
December marriages; and ‘Around the World in a Day,” a preview ot 
tomorrow’s rocket luxury liners—indicate only slightly its all-embracing 
range of content. 

The American Weekly, distributed through a group of great Sunday 
newspapers, directly influences the lives of the world’s largest single 
reading group. 

The manufacturer who associates his product or his company’s name with 
such an influence is tying in with the most powerful known force in advertising. 


MERICAN 


EEKLY 


MAIN OFFICE: 939 EIGHTH AVENUE, NEW YORK 19, N. Y; 


BRANCH OFFICES: 5 Winthrop Sq., Boston 10 + Arcade Bldg., St. Lowis 1 + Hearst Bldg., Chicago 6 « 101 Marietta St., Atlanta 3 
Hanna Bldg., Cleveland 15 + General Motors Bldg., Detroit 2 + Edison Bldg., Los Angeles 13 + Hearst Bldg., San Francisco 3 
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